STOPPING TRAFFIC 


The importance of window displays in creating floor 
traffic cannot be over-estimated. In this issue 
there is an article on building motion displays 
and next month begins a series on window dis- 
play practice in the electrical field — valuable 
data from an extensive survey of current prac- 
tice. 
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Y LETTER, BY WIRE... and from all corners 
of the nation, enthusiastic messages of 
congratulations have flooded the desks of 
Apex executives, all acclaiming in highest 
praise the distinctive beauty and unusual 
usability of the new 1937 Apex Refrigerators. 


At the National Housefurnishings Exhibition at 
Chicago, Apex was the talk of the show. Dealers 
who had never before ordered in carload 
quantities, quickly sensed outstanding value 
and backed their enthusiasm with carload 
orders. Never before has any Apex product 
received such instantaneous, wide acceptance. 


Add Apex to your refrigerator line this year, 
and you'll add many dollars to your profits. 


APEX ROTAREX CORPORATION - Cleveland, Ohio 


Subsidiary of THE APEX ELECTRICAL MFG. COMPANY 


West of Denver In Canada 


APEX ROTAREX ROGERS MAJESTIC 
MFG. CO. " CORP., LTD. 


Oakland, Calif. Toronto, Ontario 


THAN MILLION APEX 
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This editorial deals with what, in our 


opinion, is the most important matter 


now before the electrical 


FTER many years of discus- 
Sion and much fruitless effort, 


it now appears as though com- 
plete electrification in new homes is 
within easy reach. 

The change in the situation is due 
to the change in mortgage conditions 
set up by the FHA. Under these twenty 
year mortgages the increase in monthly 
payment necessary for a full electrical 
equipment instead of inadequacy is only 
about $5.00 a month. A small differ- 
ence in payment to the buyer but a 
difference to the appliance distributor 
of more than $500 a home; a differ- 
ence to the wiring contractor of $50 to 
$100 a home; and a difference to the 
utility of more than 5,000 annual 
kw.-hr. 

It is not easy to take in these facts. 
The simplest way of approaching it 
is to state that the monthly payment 
on the twenty year FHA mortgage 
is $7.12 for each $1,000. In other 
words, $7.12 a month will pay for 
$1,000 worth of electrical installed 
appliances, air conditioning and wiring. 
This $1,000 would provide good 
wiring and lighting, an oil furnace 
with winter air conditioning, an elec- 
tric refrigerator, a range and a water 
heater. The total estimated kw. hr. 
use of this equipment only, not count- 
ing the lighting and appliance use 
stimulated by better wiring is 5,000 to 
6,000 annual kw. hrs. 


HE type of house being built 

in the suburbs of our large cities 
and selling from $6,000 to $7,000, 
carries an allowance for a conversion 
oil burner, an electric refrigerator, 
and a gas range that totals about $485. 
If the builder of a house in the $6,000 
price class can be induced to increase 
the price of the house sufficiently to 
cover the additional electrical equip- 
ment enumerated above, the price of 
the house will be raised only $600 
to $800, and payments on the house 
raised between $5 and $6 per month. 


industry 


ment such as the complete electric 
sink may be installed, and also carried 
on the mortgage. The difference in 
cost between radiation heating called 
for in the house now commonly built 
provided with a conversion oil burner 
and the duct system necessary for air 
conditioning is not great. There is at 
least one system now on the market, 
after a successful trial period, which 
provides winter and summer air con- 
ditioning in one highly developed 
package at a moderate cost. 

The electrical industry offers the 
home buyer and home builder highly 
perfected equipment which guarantees 
against rapid obsolescence and pre- 
serves the resale value of the property. 
And a great many prospective home 
buyers realize this. They know that 
air conditioning with provision for 
additions is a most valuable invest- 
ment, that it will maintain the value 
of their property as well as provide 
comfortable living. They know that 
electrical kitchens are the kitchens 
that will be universally demanded in 
the future. They realize that the 
houses in which they have lived have 
never had outlets enough and that the 
house that they build or buy should 
have ample outlets. What they do 
not know is the cheapness with which 
such a full equipment can be acquired 
at the time of building. It is our 
opinion that the electrical industry as 
a whole does not itself realize at 
how low a monthly cost such a com- 
plete provision for electrical living 
can be installed. It is not difficult, 
however, to calculate. It is a matter 
of simple arithmetic. The difficult 
thing is to get the idea firmly rooted 
in many minds. 


HE most conservative estimate 
for new home building for 1937 
forecasts the construction of 425,000 
homes. It is highly important to the 
electrical industry to get these homes 
well equipped with good wiring. Good 


and for the full use of present equip- 
ment and the use of additional current 
consuming equipment in the future. 

It is important also to get before 
the home buyer some facts about air 
conditioning. Perhaps that would be 
easier if we in the industry knew 
more about the system. But this 
at least is simple—that radiation sys- 
tems of heating are going to render 
costly the future addition of air con- 
ditioning, whereas if duct systems are 
installed, both humidification and cool- 
ing may be added without tearing a 
house to pieces. It seems utterly 
logical that with the development of 
year-’round air conditioning that the 
house with radiation heating is going 
to depreciate rapidly in value. Cer- 
tainly home buyers should know this 
for their protection. Certainly they 
should have the choice clearly before 
them. 

It is also certain that the electrical 
kitchen is becoming the preferred type 
of kitchen. The house with an elec- 
trical kitchen will have a _ greater 
value, will offer more resistance to 
obsolescence than will the old fash- 
ioned kitchen. Certainly the home 
buyer should have knowledge of this 
matter before making a choice. 

Last and most important, the low 
cost at which these additions to the 
value of the home can be acquired 
should be familiar to every home 
buyer and builder. It is a job for the 
electrical industry to make these facts 
known. 


ERE are 425,000 potential cus- 

tomers. They can be big or lit- 
tle customers according to the energy 
electrical men devote to selling them 
before they build. Utilities and other 
merchants devote much energy te sell- 
ing only one appliance—a refrigerator, 
let us say, which produces 360 
kw. hrs. a year; a range which pro- 
duces 1500 kw. hrs. a year. Sold one 
piece at a time, the consumer will pay 
about as much per month as he would 
pay over a longer period for a full 
equipment ; and the full equipment will 
use 5,000 or more kw. hrs. per year. In 
other words, we can go on as we have 
been doing, selling one piece of equip- 
ment at a time, or we can strike a 
new line and do the whole job at 
once. Either way will tie up about 
the same amount of the consumer’s 
income. But the difference to the in- 
dustry is enormous. And the benefit 
to the buyer of the full equipment 
is no less great. With these facts 
before the industry there should be 
little question as to which program 
will be chosen. 


Other desirable electrical equip- wiring will provide for good lighting EprrTor 
McGRAW-HILL PUBLISHING COMPANY, INC. A 

JAMES H. McGRAW, JR. MALCOLM MUIR Publication Office, 99-129 North Broadway, Alban N. Y. Editorial 

Chairman President and Executive Offices, 330 West 42nd St., Mew York, * 


JAMES H. McGRAW 
Honorary Chairman 


HOWARD EHRLICH -. Published monthly. 


Electrical copy. Sab February, 1937, Vol. 57, No 
Vice-President 


Price $1.00 a copy eens rates—United Sta =, one Central 
American countries, a year. Canada, inclu ng duty, 


2.50 a year. 
All other countries, 34:00 a year or 16 shillings. 


Entered x, second-class 


matter August 22, 1936, at Post Office, AlbanyJN. Y., under the Act of 
B. R. PUTNAM D. C. McGRAW March 3, 1879. Printed in U.S.A. Cable Addre gyre New York." 
Treasurer Secretary Member A.B.P. Member of A.B.C. Copyrighf, 


36, by McGraw-Hill Pub- 


lishing Co., Inc., 330 West 42nd St., New York, nN. ¥e 


wt 
x \ gn? 
; 
x 
dx 
| 


'T HE average appliance dealer main- 
tains a selling force of three or four men 
... A sales squad of seven is the mini- 


mum for effective appliance selling effort 


By Gerald E. Stedman 


REATER but tougher! That 
is the way I would define the 
appliance sales opportunity for 

1937. The average merchant is sur- 
rounded by approximately 50 per 
cent more spendability than in 1933, 
for national income going to wages 
is up $12,000,000,000 since then. More 
young folks are getting married. 
More new homes are being established. 
More interest is being shown in home 
modernization. More families need ap- 
pliance replacement. It’s a year of 
greater sales opportunity, alright! 

Sut it is a tougher year for appli- 
ance selling. Saturation for some of 
the major appliances has reached a 
resistance point that demands more 
intensive and skillful selling. More 
industries are fighting more aggres- 
sively for their share of the consumer 
dollar. The year won’t be a walk- 


away for the appliance merchant. He 


must develop more sales power behind 
his operation, and pronto! 

Many try to make appliance retailing 
a complicated thing. After all it is a 
matter of “seeing more people and tell- 
ing a more effective sales story.” 
Country-wide research indicates that 
the average merchant is tuned up to 
see less than 30 per cent of the peo- 
ple he might, while his sales staff is 
trained to tell the sales story only 
20 per cent as well as they might. If 
the average appliance dealer lays plans 
at once to double the number of peo- 
ple seen and to double the effective- 
ness of his sales presentation, he can 
quadruple his business in this greater 
and tougher year ahead. Never was 
the hiring and training of salesmen so 
crucially important! 
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“What is your greatest problem?” 
I asked 300 dealers, for whose mer- 
chandising ability I have great respect. 
3etter than 86 per cent replied—man- 
power. The dealer should never think 
of himself only as an operator. He 
has a real management responsibility. 
Greatest of his management problems 
is how to hire salesmen. He should 
constantly ask himself, “What is my 
‘m.p.’ rating this month?” If, for any 
reason, he lets his manpower drop, he’s 
heading for a fall. It takes power to 
accomplish anything. You measure 
motor performance by a h.p. rating 
and you can measure appliance sales 
performance by an m.p. rating. See 
that your rating is what it should be! 

Electrical appliances are not impulse 
items. With the possible exception of 
radios, the public does not often come 
to the store voluntarily to buy them. 
They have to be sold. Thus, the ap- 
pliance merchant must depend more 
completely than any other type of 
dealer upon the manpower he main- 
tains. For every prospect entering his 
store voluntarily, there are ten in his 
trading area who never will unless 
reached at the home and interested 
by some outside salesman. Greater 
than any other retail management abil- 
ity, the merchant’s prowess in hiring 
and maintaining salesmen at a high 
peak of incentive and industry deter- 
mines the degree of his success in ap- 
pliance selling. His destiny is in their 


hands. 
Maintaining a sales organization at 
fighting pitch is little different than 


commanding a military organization. 
The sales battle takes on the constant 
! So a real 


characteristics of a war. 


lesson in man manipulation can be 
drawn from the army set up. Therein, 
it has been found that the most effec- 
tive fighting group is a squad of 
seven supervised by a corporal. That 
is a good pattern for the appliance 
merchant to follow. 

One of the most neglected things is 
sales supervision. Without it no crew 
can succeed selling outside. In fact, it 
is quite as essential in floor selling, 
but there it takes on the characteristic 
of help in closing more than in super- 
vising deployment of approach and 
presentation activities. In increasing 
his m.p. rating, a merchant must not 
neglect proper supervision. If he is 
alert and energetic, the dealer can him- 
self provide supervision to a single 
crew of seven salesmen. But if he de- 
sires to maintain more men, he must 
also hire a supervisor. For I have 
seen no merchant yet who could su- 


pervise more than a single squad, al- 
though a lot of them have attempted 
it with bad results. With an operation 
requiring more than seven men, the 
dealer should hire his manpower in 
squads of eight, and should give up 
the tendency to supervise any squai 
himself—his time being devoted to 
the management of the supervisors. 
The lowest m.p. rating, as I see it, 
is a squad of seven men who are 
trained to outside selling and take 
their regular turn on the floor. Are 
you operating seven men? At least 60 
per cent of appliance merchants are 
not; the average manpower now 
maintained by neighborhood appliance 
dealers being 3.4, or less than 50 per 
cent of what it should be. Obviously, 
a merchant with less than seven men 
skillfully performing is not in posi- 
tion to do the intensive selling job he 
must in 1937. To “see more people,” 
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make sure your m.p. rating is immedi- 
ately increased. 

“Where to find ’em?”, “How to 
hire ’em?” are logical questions run- 
ning through the merchant’s mind. He 
approaches the problem with a sense 
of difficulty that I have always been 
at a loss to understand. Perhaps it 
springs from some unconscious dis- 
belief that he has a real oportunity 
to offer when, in fact, there is no 
more worthy an employment oppor- 
tunity to be found in all business. The 
appliance salesman performs one of 
the most admirable community serv- 
ices; increases standards of living, 
contributes to comfort and conveni- 
ence, enriches home life. He is es- 
sential to community well being. He 
can feel that he is engaged in a worthy 
life time profession. Let no one believe 
that his function is useless. I have 
analyzed the employment and sales 


personnels of many distributive or- 
ganizations and find it takes two men 
to sell what one man produces in the 
appliance industries. Without his help, 
then, these industries that have meant 
so much to business during the de- 
pression period would not have been 
able to survive. Without such sales 
employment, the country would have 
been faced with a far more staggering 
unemployment problem. the 
economic and social standpoints, ap- 
pliance salesmanship is a profession as 
worthy as the physician, the minister 
or the teacher, towards all of which 
it has similarities. Certainly, it 
shouldn’t be difficult to enthuse any- 
one with a real living motive that a 
position on an appliance sales force is 
a wonderful opportunity. 

Appliance selling is, as well, one 
of the most profitable of professions. 
Compare it to factory work. Time, 
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news magazine, reports (January 18, 
1937) that the average General Motors 
employee worked 40.2 hours per week, 
earned 78.6c per hour for a year’s 
total of $1,490. Contrasted with that, 
based upon thousands of reports in 
my files, the average appliance sales- 
man works 45.4 hours per week to 
gain $1,860 yearly income, making 
better than 85 cents per hour. On 
the straight income basis, he is better 
off than is the factory worker. In ad- 
dition, he has a variety of work, he 
escapes the monotony of mechanical 
repetition, he gains the thrill of seeing 
a complete personal accomplishment, 
and he has a wonderful chance to ad- 
vance to higher income. 

The real reason why hiring sales- 
men is such a problem, whether you 
dealers like to hear it or not, is that 
you fail to recognize the great job 
you are able to offer, or you haven't 


organized your material to prove it 
to prospects; or you are trying to 
chisel them down towards too low 
an earning standard. 

It is important to realize that you 
gain only as you make your salesmen 
succeed. If you try to pilfer too large 
a profit from their performance at 
the expense of a commensurate reward 
for them, you won’t be able to excite 
them to come with you and, if they do, 
you'll have trouble keeping them. The 
merchants who are cleaning up most 
in this business, and I know thousands 
of them, are they who are generous 
with their sales earnings to salesmen. 
They know that money added to the 
price to defray necessary selling ef- 
fort will win more sales than money 
taken from the price at the expense 
of that effort. 

I’m probably in for a lot of criti- 

(Please turn to page 47) 
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The Borsodi experiment in home production of foods is not carried on in a laboratory. 
The Borsodi kitchen shown is a characteristic well equipped electrical kitchen. 


OR OVER fifteen years we 

have been experimenting on the 

Borsodi homestead with a mod- 
ernized version of the way in which 
American families used to live before 
they began to flock into cities and the 
men and women of America began to 
depend almost entirely upon an indus- 
trial civilization for their livelihood. I 
want to emphasize the fact that it has 
been with a modernized version of the 
old homestead that we have been ex- 
perimenting. There is no “well with 
an old oaken bucket” on the Borsodi 
homestead. But there is an electric- 
ally operated automatic water supply 
system furnishing water from our 
own privately owned well. There is 
no antique iron crane swinging in our 
open fireplace, and there is no romantic 
Dutch oven at its side. But there is 
a modern electric range with clock 
control for the purpose of releasing as 
much of my time from cooking as 
possible. There is no big, black coal 
range with a hot water reservoir and 
a boiling tea kettle on a hot stove to 
furnish the family with hot water. 
But there is an electric hot water 
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heater which furnishes hot water to 
taps in the kitchen, laundry and baths 
throughout the house. There are 
neither candle sticks with their snuff- 
ers nor kerosene lamps with their 
nostalgic odors to furnish spots of 
light here and there in the house. But 
there are electric wall lights, and ceil- 
ing lights, and table and floor lamps 
to furnish plenty of light just when 
and where it is needed. There is no 
laundry with a little coal stove, no 
steaming tin boiler, no wooden tubs, 
no washboards, no heavy sad-irons, 
and no clumsy ironing board. But 
there is a washing machine, and an 
ironer and an electric hand-iron, and a 
couple of laundry tubs, and a ceiling, 
drying rack. And so I could take 
you over the entire household, indoors 
and outdoors, and show you electric 
brooders and incubators in place of 
fussy hens with their chicks; an elec- 
tric carborundum wheel in place of the 
old grind-stone; an electric flour mill 
in place of the old stone mill, and so 
on and so on. 

It is perfectly true that we have 
been experimenting with many more 


of these things than most families. 
And it is equally true that no practical 
person expects that the American peo- 
ple will do all the things which we 
have been trying just because we have 
come to the conclusion that doing all 
these things makes for a good way of 
living. But that many of these things 
which are being partially done in 
millions of homes at present can be 
done more completely is also true. 
All that is needed is to furnish the 
American woman a new vision of 
the security, the higher standard of 
living, and the self-respect which rec- 
ognition of home-work as productive 
would give her, to have millions of 
them take back into the home tasks 
which they have given up for no 
good reasons at all. 

What made my experimenting with 
this business of taking back into 
my home these tasks seem significant, 
is not the fact that it will mean more 
business and more profitable business 
for the utility companies and the ap- 
pliance industry, but the fact that it 
would pay the home-making men and 
women of the countries dividends 


The 


MODERNIZED 


higher than those which they could 
secure in any other way. 


A hundred years ago, when nearly 
every American family lived this way, 
there wasn’t a single bakery in the 
country turning out loaves of bread by 
the millions to be automatically 
wrapped in waxed paper and sold to 
housewives who aren’t even able to 
slice bread for themselves. Bread 
was baked at home. It was one of 
the productive activities of the women 
of America. What she produced out 
of her kitchen oven was as definite a 
part of the productive activities of 
the family as what the farmer brought 
in from the fields. Today millions of 
American families never eat home- 
made bread. What little baking goes 
on in the home is confined to cake 
making, usually made from expensive 
cake flour which leaves a minimum of 
savings to show for the labor of bak- 
ing at home. This process of shifting 
bread making from the home to the 
large commercial bakery has been 
justified on the theory that it repre- 
sented progress, that it furnished the 
consumers a better loaf, that it pro- 
duced bread more efficiently and there- 
fore supplied bread to the family at 
a lower cost. 

But our experiments with bread 
baking have shown that some of this 
is not true. It is partly the result of 
wishful thinking of women who think 
it unfashionable tu cook and sew ard 
wash at home, but mainly the resu't 
of advertising things which just are 
not true. 

Not only my own figures, but 4 
study that has recently been made !\y 
the Vermont Agricultural Experime™' 
Station show that bread of the highe:t 
quality can be made at home at savin«’s 
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of over forty-five per cent in money 
and in an average of only six and 
one-third minutes to the baking of 
each pound of bread. With an or- 
dinary range the woman earned 33 
cents per hour in the time devoted to 
this work; with modern equipment 
and using a mixer the time was cut 
so that the rate of earning jumped 
to 44 cents per hour. 

If the same sort of scientific knowl- 
edge of which the commercial bakeries 
have availed themselves is used by the 
housewife, (which is a matter for the 
teachers of home economics); if the 
housewife were made to see that a 
modern, properly equipped kitchen 
with a modern range represents just 
as much “progress” as a large bakery 
full of whirling machinery; if she 
were shown that keeping cost records, 
as I have kept them, proves conclu- 
sively that it is more efficient to bake 
at home; that she could earn more 
money per hour for her family for 
every hour she spends baking bread 
than the average woman earns in in- 
dustry, and that with efficient equip- 
ment she would have to spend very 
little more time cooking and baking 
than she now spends on an average 
with her present inefficient equipment 
—some of them, if not all, could be 
persuaded to not only bake bread at 
home again, but to take back into 
her home many of the productive tasks 
and the costly services for which she 
is paying out good money today. And 
if she were to stop spending this 
money for baked and canned and 
bottled goods, she would find that not 
only could she pay for all the equip- 
ment necessary to do the work with the 
minimum amount of labor, but that she 
would have a tidy surplus to help 
pay for a home, or to put into a car, 
or to indulge in those luxuries of life 


Note —The average kw. -hr. use 
shown is the average for the area 
~ the Borsodis live—Suffern, 
N. Y. 


which are denied to millions of fam- 
ilies who haven’t discovered that the 
modern homestead converts both the 
man and the woman into productive 
workers and thus makes the existing 
cash income, whatever it may be, go 
twice as far as it in most cases is 
able to go at present. 

What would this mean to industry 
—specifically, what would it mean to 
the power industry? 


* * * 


I have been looking over my bills 
for current for the past year. As 
rates vary so greatly through the 
country, I shall confine what I have 
to say about them to Kw.-Hr. Dur- 
ing the year 1936 my total current 
consumption was 3,924 Kw.-Hr. for 
the home use of the family alone. 
This is after a deduction from the 
total consumed on the homestead for 
farm and shop purposes. During the 
same year the average consumption 
of current by the domestic customers 
of the power company which supplied 
me with current was 644 kw.-hr. per 
year. 

It is obvious at first glance that the 
Borsodi family has been using just 
a little more than six times as much 
current as the average domestic power 
consumer. 

At present there are 20,570 domestic 
consumers receiving service from this 
power company. If all these con- 
sumers were to start living as we do, 
and to use electrical appliances as 
freely as we have been doing, the 
domestic load of the company would 
shoot up from its present total of 
13,247,080 Kw.-Hr a year to the 
startling total of 80,716,680. As an 
immediate goal, this, of course, is 
fantastic. It would take generations 
to persuade all the domestic consum- 
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what 


and 


it can do for 


the electrical industry 


By Mrs. Ralph Borsodi 


ers to use current as extensively as 
we do. But it isn’t necessary for the 
company to set itself such an ambitious 
goal in order to justify the spending 
of a very considerable sum of money 
in trying to teach their customers to 
live this way. If only one in every 
seven of their customers were to be 
persuaded to take back the complete 
task of cooking and washing into 
their homes, and to use electricity 
freely for the purpose of minimizing 
all the work of housekeeping so that 
the new work would not add mate- 
rially to the demands now made upon 
them, the company would double its 
domestic load without adding a single 
mile of poles to its lines; without in- 
stalling additional meters; without any 
additional bookkeeping; without any- 
thing like the investment it now must 
make in order to add a similar load 
by increasing the numbers of custom- 
ers it serves. To double its present 
load with customers averaging 644 
Kw.-Hr. a year, would mean that it 
would have to increase the number 
of accounts from 20,570 to 41,140; to 
install 20,570 more meters; to string 
lines and place poles and transformers 
which exactly duplicated the invest- 
ment in its present domestic distribut- 
ing system. Yet an intensive effort 
which persuaded one in seven of its 


customers to take back bread baking 
and similar activities into the home, 
would accomplish the same result. 
Whatever it might spend to educate 
its customers in this way, would be 
only a trifling fraction of what it 
would have to invest to achieve the 
same result by increasing the number 
of customers it serves. 


* * * 


What would such an educational 
campaign involve? Much more, in its 
purposes, than merely to instruct 
women in the use of electrical appli- 
ances. It isn’t nearly enough to per- 
suade them to buy the appliances, and 
to teach them what buttons to push in 
order to have them operate properly. 
They must be taught, along with the 
technique of home making, the eco- 
nomics of home production. In addi- 
tion to learning how to secure 
satisfactory results from recipes, they 
must learn how to figure the value 
of what they produce at home and the 
value of the service which the home 
furnishes to the family. It is ridic- 
ulous to assume that American women 
cannot be taught to do this. There 
are not only plenty of women book- 
keepers and secretaries who keep 


(Please turn to page 102) 
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ILLUSTRATION NO. 3 


Your show window a miniature theatre. 
ance on display slowly turns completely around and then 
. another appliance appears and pivots 
.. . two, three, four or six successive showings ... as you wish 


glides from view . 


by merely shifting stop pins. 


ILLUSTRATION NO. | 


Special top for AP turntable to set up 
the rotation of each exhibit as it come; 
in view. Use a cardboard tube cente- 
post and radiate from it process board 
partitions, in order to isolate each ex- 
hibit and provide copy space for the 
theatrical arrangement illustrated above. 


= 
6 PLATFORMS WHICH 


Lights! The appli- 


REVOLVE WHILE EXHIBIT 


ILLUSTRATION NO. 2 


The standard AP stop turntable comes 
with either A.C. or Universal motor, and 
carries a balanced load of 150 pounds 
on a platform not exceeding three feet 
in diameter, and smaller loads on a wider 
platform. Changes from 2, 3, 4, 6 or 12 
stops are made by removing or adding 
the 12 pins, which are part of the outfit. 
Friction drive; no gear stripping. Mad> 
by Andrews & Perillo, 117 E. 18th St. 
New York. With A.C. Motor $30.00. 
List, and Universal Motor, $32.00. 
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IS IN VIEW 


HE drawings on this page il- 
lustrate a new machine for 
window display. 

The current is on and the con- 
cealed overhead floodlight spots the 
appliance on show between the parted 
curtains. As soon as the turntable 
comes to rest, the appliance on ex- 


hibition turns around completely— 
once or twice, according to a simple 
idjustment. Then, after turning 


around, the exhibit smoothly glides 
from sight to be replaced by another; 
and so on until as many as six different 
ippliances, each with its advertising 
copy, have passed in review, one at 
i time. 

The above set-up is merely one of 
the many stage-like effects possible 
with this versatile turntable. Does the 
display plan call for 2, 3, 4 or 6 
stops each revolution? A few min- 
utes taking stop pins out or putting 
them in will make the change. Re- 
move all the pins and a continuous 
non-stop turntable is the result. Fur- 
ther, do you wish to dramatize the 
various service features of a single 
appliance? A food mixer, for in- 
Set as many stops as may be 
needed up to six and the moving stage 
is all ready for decorating. 

The complete dual-motion turntable 
consists of the motor and gear unit 


stance. 


Windows 


(illustration No. 2) and the special 
table (illustration No. 1). The mech- 
anism of the table meshes with the 
motor section when the table is slipped 
on the outlet spindle. On the under- 
neath side of the turntable will be 
found the mechanism which turns each 
exhibit completely around, once or 
twice, while the section of the table 
on which it stands is on view. Ad- 
justable flanges in the forward center 
of each section do the turning of the 
exhibit. To these flanges a wooden 
platform is fastened by means of 
wood screws. 

The special table is three feet in 
diameter. However, a larger turn- 
table is possible but with a slower 
speed. Peripheral speed is a very 
important factor for proper function- 
ing of a stop-and-start turntable; it 
must be in proper relation to the 
width of the table. Also, here is 
another feature: put aside the special 
table top and make your own home- 
made top. That enables the display- 
man to set up not only 2, 3, 4 or 6 
stops, but still another number of 
stops—12 of them. However, the 
even dozen of stops is not possible 
with the table which rotates each 
figure while it is on view. With 12 
stops the exhibit does not turn around 
while on view, but it does with 2, 


3, 4 or 6 stops on the turntable. 
The AP stop turntable is new, but 
is the evolution of a series of spec- 
tacular engineered motion displays 
which led, step by step, into this new 
turntable with its almost endless num- 
ber of combinations. As no photo 
of the turntable in use with appliances 
is available, we have had our artist 
suggest a simple and effective staging 
for a show window. And, here is 
approximately all you have to do: 

Hang opaque drapes as shown in 
illustration No. 1. A _ floodlight is 
suspended from the ceiling and con- 
cealed by the middle drape. Then, the 
turntable, with its exhibits, advertis- 
ing copy and fittings, is placed in 
position and the current is ready to 
be turned on. Naturally, each sec- 
tion should be separated from th 
other, in order to have only one ex- 
hibit on view at a time, and so illus- 
tration No. 3 suggests a method o! 
making a partition. 

By way of reminder and emphasis 
In this turntable the attention value o! 
motion is constant; it never stops 
When the turntable stops the exhibi' 
immediately starts turning; when the 
rotating exhibit comes to rest, the 
turntable starts moving around t 
bring into view another exhibit, and 
so on. 
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ILLUSTRATION NO. 4 


Two views of a motion display in which the dramatic and whimsical 
action is accomplished by intermittently turning up-side-down three 
black curved strips of process board. Designed by the Advertising 
Bureau of the Consolidated Edison Co., New York, and mechanized by 


Andrews & Perillo, New York. 


T= two photos above are nec- 
essary in order to show the 
action of this novel motion dis- 
play. Three small curved strips of 
black process board form the mouth 
and eyebrows. When the eyebrows 
point downward and the mouth up- 
ward the expression is a very happy 
smile; but in reverse the smile be- 
comes an emphatic frown. Every 
three seconds the mouth and eye- 
brows, all together, make a quick 
somersault; they turn completely up- 
side-down. Also note that the light- 
ing is stronger from above which 
forms a shadow to represent the lower 
lip, and likewise emphasizes the eye- 
brows. 

As the photos give the outline of 
the stationary parts of the display, 
no explanation of those features is 
necessary. And, the mechanism is 
quite simple when the foundation unit 
is an AP stop disc motion, as in 
illustration No. 5. In fundamental 
principles this disc motion is quite 
similar to the AP turntable, described 
m the opposite page, but with nec- 
essary differences for the operation 
of a vertically moving display. One 
of the differences is in the method of 
changing the number of stops per 
revolution. Instead of shifting pins, 
as in the turntable, the vertical disc 


ILLUSTRATION NO. 6 


Three 2-inch sprocket wheels and 
ladder chain synchronize the move- 
ment of the “eyebrows” and "mouth". 
The lower sprocket wheel is rigidly 


_ attached to the motor outlet shaft. 


The wheel, to which a disc is or- 
dinarily attached, has been first 
removed. 


unit is changed for 2, 3, 4, 5, 6, 7 or 
8 stops (but not 12) by placing a 
separate cam on the outlet shaft for 
each number of stops required, the 
change being made with a screw 
driver. With no cam the motion is 
continuous. 

In the Consolidated Edison coffee 
maker display a 2-stop cam was placed 
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other devices 


Here are complete instructions on 


building this moving display for per- 


colaters, toasters, waffle-irons and 


By I. L. Cochrane 


Small Appliances 


ILLUSTRATION NO. 5 


The AP Disc Motion for vertical stop-and-start 
displays. With this device 2, 3, 4, 5, 6, 7 or 8 
stops per revolution is possible, by means of 
separate cam for each, and operates a disc up 
to five feet in width. Without any cam the 
rotation is continuous. Made by Andrews & 
Perillo, 117 E. 18th St., New York. With an 
A.C. motor the price is $30.00, and Universal 
motor $32.00 One stop cam is included; 
additional cams at $2.00, each. 


on the outlet shaft, which effected a 
180° flip-flop of the “mouth” and 
“eyebiows,” leaving them at rest in 
alternate positions for a little less 
than three seconds. In _ illustration 
No. 6 is shown the sprocket wheel 
and ladder chain set-up, which is sup- 
plementary to the AP unit, and made 
specially for this display. 


It will be noticed in illustration No. 
6 that the lower sprocket wheel and 
the curved process board “mouth” are 
directly attached to the outlet shaft— 
they form one unit. All three sprocket 
wheels being two inches in diameter, 
when the lower sprocket wheel makes 
a half turn and then stops, naturally 
the other two do exactly likewise. The 
three 2-inch sprocket wheels and lad- 
der chain thus synchronize the move- 
ment of “eyebrows” and “mouth.” Of 
course, the “eyebrows” are also rig- 
idly attached to their respective 
sprocket wheel shafts. 

Every display executive will realize 
the many uses to which this device 
may be applied. For instance, vari- 
ous pieces of build-up copy passing 
an opening in a decorative foreground. 
Likewise, small-sized items of mer- 
chandise may be displayed vertically 
with fine effect. This standardized disc 
mechanism is an evolution of a suc- 
cession of specially-made disc mo- 
tions, and previous experience is 
brought to bear on its finer points. 
There is no geneva gear, instead a 
cam motion—and, a friction clutch. 
Gear stripping, by the thoughtless dec- 
orator or from the interested soul 
who wants to see what will happen if 
he stops the display, is thus made im- 
possible. 
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ILLUSTRATION NO. 3 


Your show window a miniature theatre. 
ance on display slowly turns completely around and then 
another appliance appears and pivots 


glides from view... 


by merely shifting stop pins. 


ILLUSTRATION NO. | 


Special top for AP turntable to set up 
the rotation of each exhibit as it come; 
in view. Use a cardboard tube cente- 
post and radiate from it process board 
partitions, in order to isolate each ex- 
hibit and provide copy space for the 
theatrical arrangement illustrated above. 


~~ 
6 PLATFORMS WHICH 


... two, three, four or six successive showings . . 


Lights! The appli- 


you wish 


REVOLVE WHILE EXHIBIT 


, ILLUSTRATION NO. 2 


The standard AP stop turntable comes 
with either A.C. or Universal motor, and 
carries a balanced load of 150 pounds 
on a platform not exceeding three feet 
in diameter, and smaller loads on a wider 
platform. Changes from 2, 3, 4, 6 or 12 
stops are made by removing or adding 
the 12 pins, which are part of the outfit. 
Friction drive; no gear stripping. Mad> 
by Andrews & Perillo, 117 E. 18th St. 
New York. With A.C. Motor $30.00. 
List, and Universal Motor, $32.00. 
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IS IN VIEW 


HE drawings on this page il- 
lustrate a new machine for 
window display. 

The current is on and the con- 


,cealed overhead floodlight spots the 


appliance on show between the parted 
curtains. As soon as the turntable 
comes to rest, the appliance on ex- 
hibition turns around completely— 
once or twice, according to a simple 
adjustment. Then, after turning 
around, the exhibit smoothly glides 
from sight to be replaced by another; 
and so on until as many as six different 
appliances, each with its advertising 
copy, have passed in review, one at 
1 time. 

The above set-up is merely one of 
the many stage-like effects possible 
with this versatile turntable. Does the 
display plan call for 2, 3, 4 or 6 
stops each revolution? A few min- 
utes taking stop pins out or putting 
them in will make the change. Re- 
move all the pins and a continuous 
non-stop turntable is the result. Fur- 
ther, do you wish to dramatize the 
various service features of a single 
appliance? A food mixer, for in- 
stance. Set as many stops as may be 
needed up to six and the moving stage 
is all ready for decorating. 

The complete dual-motion turntable 
consists of the motor and gear unit 


Windows 


(illustration No. 2) and the special 
table (illustration No. 1). The mech- 
anism of the table meshes with the 
motor section when the table is slipped 
on the outlet spindle. On the under- 
neath side of the turntable will be 
found the mechanism which turns each 
exhibit completely around, once or 
twice, while the section of the table 
on which it stands is on view. Ad- 
justable flanges in the forward center 
of each section do the turning of the 
exhibit. To these flanges a wooden 
platform is fastened by means of 
wood screws. 

The special table is three feet in 
diameter. However, a larger turn- 
table is possible but with a slower 
speed. Peripheral speed is a very 
important factor for proper function- 
ing of a stop-and-start turntable; it 
must be in proper relation to the 
width of the table. Also, here is 
another feature: put aside the special 
table top and make your own home- 
made top. That enables the display- 
man to set up not only 2, 3, 4 or 6 
stops, but still another number of 
stops—12 of them. However, the 
even dozen of stops is not possible 
with the table which rotates each 
figure while it is on view. With 12 
stops the exhibit does not turn around 
while on view, but it does with 2, 


3, 4 or 6 stops on the turntable. 
The AP stop turntable is new, but 
is the evolution of a series of spec- 
tacular engineered motion displays 
which led, step by step, into this new 
turntable with its almost endless num- 
ber of combinations. As no photo 
of the turntable in use with appliances 
is available, we have had our artist 
suggest a simple and effective staging 
for a show window. And, here is 
approximately all you have to do: 

Hang opaque drapes as shown in 
illustration No. 1. <A _ floodlight is 
suspended from the ceiling and con- 
cealed by the middle drape. Then, the 
turntable, with its exhibits, advertis- 
ing copy and fittings, is placed in 
position and the current is ready to 
be turned on. Naturally, each sec- 
tion should be separated from th 
other, in order to have only one ex- 
hibit on view at a time, and so illus- 
tration No. 3 suggests a method of 
making a partition. 

By way of reminder and emphasis: 
In this turntable the attention value of 
motion is constant; it never stops 
When the turntable stops the exhibit 
immediately starts turning; when the 
rotating exhibit comes to rest, the 
turntable starts moving around t 
bring into view another exhibit, and 
so on. 
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ILLUSTRATION NO. 4 


Two views of a motion display in which the dramatic and whimsical 
action is accomplished by intermittently turning up-side-down three 
black curved strips of process board. Designed by the Advertising 
Bureau of the Consolidated Edison Co., New York, and mechanized b, 


Andrews & Perillo, New York. 
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T= two photos above are nec- 
essary in order to show the 
action of this novel motion dis- 
play. Three small curved strips of 
black process board form the mouth 
and eyebrows. When the eyebrows 
point downward and the mouth up- 
ward the expression is a very happy 
smile; but in reverse the smile be- 
comes an emphatic frown. Every 
three seconds the mouth and eye- 
brows, all together, make a quick 
somersault; they turn completely up- 
side-down. Also note that the light- 
ing is stronger from above which 
forms a shadow to represent the lower 
lip, and likewise emphasizes the eye- 
brows. 

As the photos give the outline of 
the stationary parts of the display, 
no explanation of those features is 
necessary. And, the mechanism is 
quite simple when the foundation unit 
is an AP stop disc motion, as in 
illustration No. 5. In fundamental 
principles this disc motion is quite 
similar to the AP turntable, described 
m the opposite page, but with nec- 
essary differences for the operation 
of a vertically moving display. One 
of the differences is in the method of 
changing the number of stops per 
revolution. Instead of shifting pins, 
as in the turntable, the vertical disc 


ILLUSTRATION NO. 6 


Three 2-inch sprocket wheels and 
ladder chain synchronize the move- 
ment of the “eyebrows” and "mouth". 
The lower sprocket wheel is rigidly 
attached to the motor outlet shaft. 
The wheel, to which a disc is or- 
dinarily attached, has been first 
removed. 


unit is changed for 2, 3, 4, 5, 6, 7 or 
8 stops (but not 12) by placing a 
separate cam on the outlet shaft for 
each number of stops required, the 
change being made with a screw 
driver. With no cam the motion is 
continuous. 

In the Consolidated Edison coffee 
maker display a 2-stop cam was placed 
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other devices 


Here are complete instructions on 


building this moving display for per- 


colaters, toasters, waffle-irons and 


By 1. L. Cochrane 


Appliances 


ILLUSTRATION NO. 5 


The AP Disc Motion for vertical stop-and-start 
displays. With this device 2, 3, 4, 5, 6, 7 or 8 
stops per revolution is possible, by means of 
separate cam for each, and operates a disc up 
to five feet in width. Without any cam the 
rotation is continuous. Made by Andrews & 
Perillo, 117 E. 18th St., New York. With an 
A.C. motor the price is $30.00, and Universal 
motor $32.0Q One stop cam is included; 
additional cams at $2.00, each. 


on the outlet shaft, which effected a 
180° flip-flop of the “mouth” and 
“eyebiows,” leaving them at rest in 
alternate positions for a little less 
than three seconds. In_ illustration 
No. 6 is shown the sprocket wheel 
and ladder chain set-up, which is sup- 
plementary to the AP unit, and made 
specially for this display. 


It will be noticed in illustration No. 
6 that the lower sprocket wheel and 
the curved process board “mouth” are 
directly attached to the outlet shaft— 
they form one unit. All three sprocket 
wheels being two inches in diameter, 
when the lower sprocket wheel makes 
a half turn and then stops, naturally 
the other two do exactly likewise. The 
three 2-inch sprocket wheels and lad- 
der chain thus synchronize the move- 
ment of “eyebrows” and “mouth.” Of 
course, the “eyebrows” are also rig- 
idly attached to their respective 
sprocket wheel shafts. 

Every display executive will realize 
the many uses to which this device 
may be applied. For instance, vari- 
ous pieces of build-up copy passing 
an opening in a decorative foreground. 
Likewise, small-sized items of mer- 
chandise may be displayed vertically 
with fine effect. This standardized disc 
mechanism is an evolution of a suc- 
cession of specially-made disc mo- 
tions, and previous experience is 
brought to bear on its finer points. 
There is no geneva gear, instead a 
cam motion—and, a friction clutch. 
Gear stripping, by the thoughtless dec- 
orator or from the interested soul 
who wants to see what will happen if 
he stops the display, is thus made im- 
possible. 
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APEX _ 
APPLIANCES 


MUSKEGON'S LIVE WIRES 


Owner Ray Hainline, right, and J. DeYoung comprise the sales 
force of the Good Housekeeping Shop, Muskegon, Mich. Mr. Hainline 
reports that as far as his store is concerned, walk-in customers no longer 
exist. When these gents sell an Apex washer, ironer, refrigerator or a 
Monarch range, they have to go out after customers. They're good 
hustlers and average |8 range sales per month. 


RANGE QUOTA-BUSTERS 


These folks of the Every-House Appliance Company, Madison, Wis. are 
used to busting quotas. Range sales alone are 80 per cent over last year. 
Left to right: J. Clark, E. Cramblit, H. M. Cole, E. Ledwith, F. L. Depew, 
J. Prehn, Mrs. F. Hein, Earl Beckman, J. P. Banko, Fred Hein, B. Boyum, 
G. Christenson and William Depew. 
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Personalities and Ideas from th 


THE CHILDREN MAKE THINGS SMOOTH HERE 


Joining Shirley Temple, Jane Withers and Jackie Cooper in the public eye 
are Patty Lou Castles, ten, and Joan Castles, six, daughters of Howard Castles 
of Minneapolis. Chief difference is that Patty Lou and Joan appear in public 
with ironing machines. Realizing that women would be impressed if they saw 
children doing difficult work on an ironer, Howard Castles took one home and 
encouraged his children to practice. Today, set up in a store, their ability with 
the machine stops crowds any where in Minneapolis. “Dealers should let their 
wives and children do ironing in their stores," says Howard Castle. 


KALAMAZOO'S BROWNS 


Back in 1910 the firm of Charles H. Brown & Son, Kalamazoo, Mich. began selling pianos. 
About 1921 the boys started moving radios and five years later their customers were informed 
that they could buy washers and refrigerators at Brown's. The boss, Mr. Brown, is in the center. 
One of his salesmen, L. W. Wester, stands at the right and K. M. Weed, who sells for Maytag 
in southwestern Michigan, holds down the washer at the left. 

Mr. Brown is now very much interested in ranges, says that his sales are 100 per cent 
above last year. 
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Notebook 


fron the Appliance Firing Line 


THE WOMEN SELL—THE MEN FIGHT 


When Joslin's, Denver, Colo. department store recently staged its two-day women's event, the 


le entire store during this period was turned over to women exclusively. The men, in the meantime, 

3s donned overalls, from president and store manager to office boy, and made themselves generally 

ic useful in service positions. The men employees of the electrical department, for instance, left store 

w sales completely to the women and set out to sell appliances in the field. Low records among these 

d field workers sentenced the two losers to fight a three-round prizefight in the electrical department 

+h on the evening of the second day. It was a good fight, but there was some difficulty about the 

. award, for the third round ended with both fighters beating up the referee, who, incidentally, was one 

of the local distributors. 
TO ABSORB 
OR NOT TO ABSORB 

Os. 

ed Whether it is nobler for the department 

er. store of the future to tilt prices and absorb 

ag finance charges is a question which is intriguing 
more than one store executive these days, 

ent according to F. W. Stegeman of Omaha's 
Union Outfitting Company. After 40 years of 
selling on time, Union Outfitting thinks that 
finance selling is not risky. In fact, he says, a 
store can make on 6 per cent. 

NG 
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BEST FOOT FORWARD 
WITH FLASHLIGHTS 


Most popular item in the average electrical store is the 
flashlicht with its myriad uses. A display window hops up 
trade considerably as a result, says William Moody of the 
Evansville, Indiana, Electric Service, Inc. Holiday and gift 
seasons are especially important, fully one-fourth of the 
store's volume cn flashlights coming at this time. Here is 
Mr. Moody setting up a window display of flashlights during 
the past Christmas season. 


GETTING A LIFT 
WITH A WESTINGHOUSE 


On behalf of the girl saleswomen, Sylvia Gunderson is 
sending a vote of thanks to that fellow who thought of 
hooking up a cigarette lighter with an electric range. It's 
mighty handy around the M. B. Hagen Company up in 
Hopkins, Minnesota, when a fellow wants a smoke. 

Incidentally, the people in the store got a lift enough 
somewhere to sell sixty ranges in the first eight months of 
1936 at an average price of $131.50. In this city of 3,384 
there are 300 ranges sold altogether in this time. High gas 
rates and two-fisted dealers seemed to be the reason. 
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above i rfectly into any modern 
NIZER ( ) pe 
THE 17-inch bake oven, 4-unit 
eae many other features. Model No. 

amp. 


REMEMBER! Only with Monarch 
can you offer these features 


ALL MONARCH Electric Ranges 
are beautiful, substantially made, eco- 
nomical to operate. And in addition, 
all MONARCHS have these exclusive 
features which make them easier for 
you to sell: 


“Hi-Efficiency’’ Oven—Has both speed 
and efficiency. The oven is porcelain en- 
amel...encased in heavy walls of effective 
insulation ... with an outer body of heavy 
enameled steel. Heating units are sus- 
pended on rack guides, producing “‘float- 
ing heat,” assuring maximum speed in 
preheating. Another MONARCH exclu- 
sive feature that packs a terrific sales 
punch is the 


“Hi-Efficiency’”’ Surface Unit—Designed 
to combine speed in preheating with the 
advantages of stored heat, water or food 
raised to boiling temperature continues to 


REVOLUTIONARY in design is 
this new MONARCH surface 
roaster with its heating units around 
sides. Standard oven temperature 
control and illuminated dial. Needs 
only 1000 watts to do same job as 
regulation oven. Has large capac- 
ity. (See below.) 


THE ROASTER RANGE (above) —Combination electric range 
and electric roaster. So compact needs only 36 inches of floor 
space. Has all equipment of our finest models, in addition to 
roaster in top; has full sized bake oven. Nothing like this range 
on the market. Model No. FS57KBW. 


boil for 18 to 20 minutes after current is 
turned off. This is accomplished with a 
permanent insulating block. Another 
MONARCH exclusive feature which al- 
ways goes over big, is the 

“IMuminated Dial Temperature Con- 
trol”? — It’s no wonder this patented fea- 
ture pleases! It maintains oven temper- 
ature accurately. It prevents overheating. 
It clearly shows oven temperature at all 
times. It is conveniently located on the 
switch panel. 

Other MONARCH Features — In addi- 
tion to these exclusive features, MON- 
ARCH offers many others, such as Chro- 
malox Closed Units, optional; heavy, flat 
copper bus bar connections . . . cooking 
tops protected with acid-resisting porce- 
lain . .. bright parts that will not rust 
or tarnish .. . and standard construction 
of the finest materials throughout. It pays 
to sell MONARCHS! 


Remember ALL MONARCH Ranges Are 


|FULL PORCELAIN 


[VITRIFUSED GLASS-COATED STEEL] 


“THE MAN SAID IT WOULD PAY FOR ITSELF 
EVERY TIME YOU TURNED THE SWITCH.” 
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Brand New Line Ranges 
e ALL WITH MONARCH EXCLUSIVE SELLING FEATURES | 


3 e ALL PRICED TO INCREASE YOUR 1937 SALES if 
WITH A SUFFICIENT MARGIN OF PROFIT 


OOK at the three MONARCH Models illus- more important, they have the appeal of i 
trated below. Every one is NEW. Every ECONOMICAL OPERATION. 
one is MODERN. Every one is made to sell This 1937 line of low priced MONARCH : 
c at a PRICE. But this does not mean that Electrics will open up new fields of prospects 


‘ quality has been sacrificed. No, indeed! These for you, and will increase your sales volume. | 
g MONARCH Electrics have everything. They Better investigate these new MONARCHS at | 
: have full PORCELAIN enamel finish. They once. Write for descriptive literature and | 
n have ALL of MONARCH’S exclusive features. | photographs today. : 


They have eye appeal, sales appeal, and even _Malleable Iron Range Co., 12 Lake St., Beaver Dam, Wis. 


THE MODERNIQUE (below) —You, as well as your 
prospects, will be amazed at its low selling price! 
Full white porcelain enamel LEADER table top model, 
16-inch oven with illuminated dial oven temperature 
control. Model No. 96KW. 


THE MODE (above) — A DeLuxe 


y « 


THE MODERN (above)—A most re- 
markable value for the money! A 4-unit a Range—moderately priced. 16-inch 
table top model, 16-inch oven with | es £ oven with illuminated dial oven tem- 


illuminated dial oven temperature 
control. Two storage compartments. 
Full white PORCELAIN enamel. 
Timer receptacle. Model No. 46KW. 


perature control. Large storage com- 
partment and utility drawer with 
plate warmer. 4-unit table top, full 
white porcelain enamel. No. F56KW. 
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BRIGGS STRATTON 


MILWAUKEE,WIS.U.S.A. 
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~«MOTORS 


PAGE 12 


FEBRUARY, 1937—ELECTRICAL MERCHANDISING 


4 

“name” Briggs & Strotton represents a valuable 

BRIGGS & STRATTON CORP. MILWAUKEE, WIS. U.S.A. 
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Charles E. Michele—Union Electric Light 
& Power Company ate with them, drank 
with them, worked with them 


to give a demonstration of 

what a nuisance a waiter could 
be. He snatched the soup away, picked 
up imaginary olive pits off the floor, 
juggled the diner’s elbow and wound 
up by slapping his hands. All very 
funny to everyone except the one who 
is eating. 

A lot of dealers over the country 
who are trying to sell appliances 
which put load on the utility lines, 
are always asking why the utilities 
insist on juggling their elbows. 

Just what has a dealer the right to 
expect in the way of cooperation 
from the utilities? This question has 
popped up so often that Electrical 
Merchandising asked the question of 
Vice-President Charles E. Michel, 
of the Union Electric Light and 
Power Company, St. Louis. The first 
merchandising man in the world to 
buy an electric range, dean of utility 
merchandising men, Charlie Michel is 
able to reach back in the maw of his- 


| EON ERROL, the comedian used 


St. Louis dealers can get a credit report 
on the prospect by calling up the utility 


What a Dealer Has a Right 


PERCENTAGE OF DEALER GAIN 
First 6 months 1935 Last 6 months 1935 First 6 months 1936 
Changes compared Changes compared Changes compared 
to same period to same period to same period 
in 1934 in 1934 in 1935 
879% gain small 209% gain major 
Dealer 1 {Siae gain major { 13% gain small 41% gain 
J 209% gain major 
Dealer 2 No change | 27% gain 
Dealer 3 No change —20% decrease New owner 
Dealer 4 No report 36.49% gain 29.79%. gain 
*Dealer 5 159% gain — 8% decrease 19.79% gain 
**Dealer 6 18% gain major —25% decrease { 1240 bs fom 
Dealer 7 No report 4% gain 36.7% aain 
{ 30% gain major 
Dealer 8 46.2% gain | 20% gain small 16.2% gain 
39% gain major 34% gain major 
Dealer 9 { 52% aain small 98% gain { 58% gain small 
Dealer 10 189% gain 12% gain 389% gain 
Dealer 11 No report 28.69% gain 519% gain 
Dealer 12 22.5% gain 64.99% gain 42.69% gain 
Dealer 13 19.79% gain 42.19% gain 26.79% gain 
Dealer 14 46.5% again 14.79% gain 28.29% gain 
Dealer 15 719.2% gain 42.49% gain 107.7% aain 
Dealer 16 65.9 gain 41.89% again 218% again 
Dealer 17 37.49% again 11.59% gain 400% again 
21.49% gain small 269% gain small 
Dealer 18 { 58.2% gain major { 32% gain major 18% gain 
Dealer 19 275% gain 92.4 
38% gain major 24% gain major 
Dealer 20 { 199% gain minor 18% gain minor 
* Decrease due to family trouble. 
** Downtown store which lost trade to neighborhoods under new plan. 


tory for almost anything he wants. 
He knows most of the answers, and 
declares that the St. Louis operation 
would be a reasonable one anywhere. 

As is often the case, the present 
system in St. Louis came out of a 
shock the Union Electric Light and 
Power Company received back in 
1932. A hostile element entered an 
anti-merchandising bill in the state 
legislature at Jefferson City, and to 
Charlie Michel’s surprise some St. 
Louis dealers supported it. Some ap- 
pliance men went to bat for the utility 
but by and large it was out on a limb. 
Eventually the bill was defeated. 

Whereupon Charlie Michel had a 
dinner for 700 electrical dealers in 
St. Louis, including the 150 who were 
affiliated with the St. Louis Electric 
Board of Trade founded in 1926. 
New rates had gone into effect. 

“The present new low rates of the 


EXPECT 


from hts local utility 


Dealers do 85% of St. 
Louis appliance volume 
—and all of this adds 
load to Union Electric 


Light & Power lines. 


Union Electric Light and Power Com- 
pany are not justified by the present 
consumption,” Mr. Michel told the 
seven hundred. “With the dealers’ help 
we feel we can build the load to a 
point where the rates are justified. 
This is what we propose to do. We 
are turning over a new leaf and mak- 
ing you one of us.” 

This speech was made October 31, 
1933. In 1934 the first year of co- 
operative activity between the Union 
Electric Light & Power Cumpany and 
St. Louis dealers, the dealers did about 
60 per cent of the appliance business. 
It is estimated that in 1936, 85 per 
cent of the appliance business in St. 
Louis will go over the dealers’ 
counters. 

Here are some of the things in 
which a dealer is entitled to coopera- 


UNIVERSAL 


Wholewiier- Brows tupply CO 2800 Pine 
i 
marry 
ney, “pss. 


CO 
Caron 


Mary Laura Tucker points out how dealer names are displayed in the sales- 
rooms of Union Electric 
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F YOU are in the refrigerator business 

now, you are on the threshold of the air 
conditioning business. Why not step inside? 
Many of the contacts you have already estab- 
lished in the refrigeration business are natu- 
ral prospects for air conditioning. Someone 
in your community is going to sell them... 
and profit handsomely. Don’t let someone 
else reap the profits from your prospect list. 
Enter the air conditioning field now. 

With the Fairbanks-Morse Ortho-Clime 
Unit Room Air Conditioner, no increase in 
your selling expense is necessary. You need 
no engineering staff. Anyone who can install 
an electric refrigerator can install this Unit 
Room Air Conditioner. Simply back it up to 
a window ... attach to the electric circuit 
...snap the switch. That’s all there is to the 
installation “*job.” 


Complete — Compact — Efficient 


The entire mechanism of the Fairbanks- 
Morse Ortho-Clime Unit Room Air Con- 
ditioner is enclosed in a handsome cabinet 
so skillfully executed that it lends atmos- 
phere to any surroundings. Finished in 
American walnut, hand-rubbed. 

It measures 41” high; 4114” wide; 1814" deep. 

Its capacity is 10,000 B.T.U.’s per hour—a 
cooling effect equivalent to 1665 pounds of 
ice per day. That’s more comfort per dollar 
than other similar units. In operation it 


makes less noise than an ordinary exhaust 


AIRBANKS-MORSE 


Easy to install. No pipes. No 

ducts to build. No water con- 

nections. That's how simple it 

is to install the Fairbanks- 

Morse Ortho-Clime Unit Room 
Air Conditioner 


fan. It cools, filters, humidifies, and circu- 
lates air—complete summer air condition- 
ing for offices, hotel rooms, homes, and many 
types of shops (such as furriers’, etc.). 


The Ideal Franchise 


Fairbanks-Morse Ortho-Clime offers you the 
ideal air conditioning franchise. You have 
back of you a company which for more than 
a century has been successfully engaged in 
adapting scientific principles to practical 
application. You are selling a product in 
which the buyer has confidence—because 
Fairbanks-Morse builds it! Inquiries from 
responsible organizations with adequate dis- 
tributing facilities are invited. Address Fair- 
banks, Morse & Co., Dept.2821, 900 S. Wabash 
Avenue, Chicago, II. 


F-M 
Ortho-Clime Central Station Units 


The Ortho-Clime line is complete. It in- 
cludes central station units for every size 
and type of requirement—each engineered 
for its specific job. These units give com- 
plete year-round air conditioning—cooling 
and dehumidifying in summer. Heating and 
humidifying in winter. Circulating and 
cleansing in all seasons. 


CONDITIONING EQUIPMENT 


What A Dealer Can BEX?! 


FROM PAGE |3 Se 


tion from the utility in St. Loui: 
according to Charlie Michel: 

(1) He can call up Union Electri 
Light & Power and get a credit re 
port on a sale which he is contem- 
plating making. 

(2) He can turn the contract over 
to the utility for collection. The cus 
tomer pays with his electric bill. Of 
course, if two payments are missed 
by the customer the contract goes back 
to the dealer. 

(3) In range selling he can get 
the utility to train his salesmen. The 
utility home economist will give free 
home demonstrations. He can get 
the utility to pay up to $45 for a 
range installation. The dealer can 
borrow a home economist and food 
from the utility for club meetings in 
user’s home. The dealer can offer 
special propositions for old range 
users, thanks to the utility. As a re- 
sult, dealers are selling 70 per cent of 
the ranges moving in St. Louis. 

The dealer can enjoy a $5 bonus 
for every new range sale from the 
utility and so can his salesman. 

(4) In the ironer field the dealer 
can call on the utility for a free dem- 
onstration in the home by an expert. 


(5) A dealer can have the utility 
meter, without charge, any appliance 
believed using too much current. 

(6) Electrical dealers in St. Louis 
have the privilege of accepting pay- 
ments on light and power bills. This 
gives them a chance to analyze the 
bills, sort out the liberal current users, 
and develop prospect lists in their 
neighborhoods which really mean 
something. 

(7) In air conditioning they can 
consult the advisory board maintained 
by the Union Electric Light and Power 
Company. Under Ernest A. Freund, 
this board offers to check up the re- 
quirements on any air conditioning 
installation without charge. It has 
nothing to sell, but will tell the pros- 
pect what he must have to get a sat- 
isfactory job. Often when prices are 
being trimmed, the customer has no 
realization that it is being done at 
the expense of the satisfactory job. 
This impartial board helps to keep 
him on the straight and narrow. 

Naturally, Union Electric Light & 
Power Company continue to sell ap- 
pliances. Says Charlie Michel, “You 
never saw a successful promoter who 
didn’t have something to sell.” 


Salesmen working for Union Elec- 
tric Light and Power Company are 
held to the list price and to a definite 
trade-in. The dealer has the privilege 
of offering a bigger trade if he wishes. 
If a dealer qualifies a prospect as his 
on a particular item he can secure 
thirty days protection, if he originates 
the prospect. 

The Union Electric Light and Pow- 
er Company does not offer dealers 
protection from wagon men. These 
fellows working door to door stir up 
a demand for small appliances which 
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Can 


Expect From His Utility 


fr-quently booms business done by 
dealers in the neighborhoods where 
the wagon works. These salesmen 
are making sales in about one out 
of 25 calls, and obviously are awaken- 
ing desires which they do not satisfy. 
Within recent years most St. Louis 
dealers have blossomed out with large 
and small appliance stocks as a result 
of this neighborhood promotion work. 

However, down at the electric shop 
the names of dealers supplying major 
merchandise are posted on the appli- 
ance displays. These names are also. 
carried in many of the utility’s co- 
operative dealer promotion advertise- 
ments. 

Advertising done by the Union 
Electric Light and Power Company 
works with the dealers of St. Louis 
as completely as if they were utility 
salesmen. Look at a recent range 
portfolio. Here are 32 prizes for 
salesmen running from $300 down to 
$20. The Electric Cookery Council 
runs space with the dealers’ names. A 
radio program reaches the 300,000 
radio set owners in St. Louis. Bill- 
boards catch prospects along the high- 
ways. Direct mail and sidewalk pieces 
are supplied to go out with dealer’s 
name and address, and for use by 
the salesmen. Floor displays are 
lugged into dealers’ places of business 
with their names on the displays. 
Added to this the utility supplies the 
services of W. P. (Bill) Mackle as 
merchandising counselor who is on 
the job all the time as liaison man 
between dealers and utility. 

Now how is it all worked out? One 
couldn’t expect St. Louis dealers to 
let down their hair and tell exactly 
what they were doing in the profit 
and loss line. So we will take in a 
bunch of St. Louis dealers and num- 
ber them 1, 2, 3 and 4. The record of 
their performance is shown on the 
table on page 13. 

The plan went into effect during 
the last six months of 1933. If you 
look over what dealers did during the 
next comparable period—the last six 
months of 1934—you find jumps of 
94, 9.6, 22.3, 86.4 and up to such in- 
creases as 196 per cent on small ap- 
pliances and 238 per cent increases on 


major and small. By and large the | 


thing observable was the shift of 
small appliance sales from downtown 
stores to neighborhood districts. 


“What must a utility do to put | 
through a program of this sort?” Elec- | 
trical Merchandising asked Charlie 


Michel. 

“There must be somebody in the 
merchandising department with real 
authority,” Mr. Michel replied. “Some- 
one who can shape utility policies— 
not necessarily follow them. In our 
case, where the cooperative plan 
clashes with the utility policy, we 
iron it out. It is a far-sighted long- 
haul job—but the dealer and the utility 
are gainers in the end as a result of 
this load building program. What 
we are doing in St. Louis is reason- 
able anywhere.” 


ISN'T THIS THE WORLD'S 
LONGEST RAILROAD TUNNEL? 


Sr 
4 


| DON'T BELIEVE SO 
GEORGE, ISN’T THERE A 
LONGER ONE 

IN ITALY...? 


SIMPLON TUNNEL-—Switzerland 
12.3 MILES 


ETRUSCAN TUNNEL— 
11.3 MILES 


...but there’s no question about the 


WORLD’S BIGGEST MAGAZINE 


HERE’S very little difference in the size 
b iow the world’s longest railroad tunnels 
—so little, in fact, that few people could 
name them — but it’s no puzzle to name the 
world’s biggest magazine. For The Ameri- 
can Weekly is twice the size of its nearest 
competitor! 


With a weekly circulation of nearly 
6,000,000 — double that of any other maga- 
zine, The American Weekly supplies ad- 
vertisers with the greatest mass selling sup- 
port that can be had. And manufacturers 
who use The American Weekly for their 
advertising are 
backing you, the 
retailer of the 
every-day necessi- 
ties and luxuries 


The 
AMERICAN 
WEEKLY 


of life, with a 


Greatest 
Circulation 
in the World 


NEARLY NEAREST 
6,000,000 COMPETITION 
CIRCULATION CIRCULATION 


selling force that assures you quicker turn- 
over and greater profits! 


What The American Weekly is 
The American Weekly is the largest mag- 
azine in the world. It is distributed through 
the 17 great Hearst Sunday Newspapers. 
In 627 of America’s 995 towns and cities of 
10,000 population and over, The American 
Weekly concentrates 67% of its circulation. 


In each of 174 cities, it reaches better 
than one out of every two families 


In 144 more cities, 40 to 50% of the 
families 


In an additional 134 cities, 30 to 40% — 

In another 175 cities, 20 to 30% 

. and, in addition, more than 2,000,000 
families in thousands of other communities, 
large and small, regularly buy and read 
The American Weekly. 


‘The National Magazine with Local Influence’ 


Main Office: 959 Eighth Avenue, New York City 
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New Type R_ Wilcolator has 
neon pilot light that glows while 
oven is heating, decorative bezel, 
Plaskon dial, all colors. 


ERE’S the big news on the range for 1937. The new 
Type R Wilcolator has a neon indicating pilot light in 
the temperature dial! 


What does it do? Just this. Mrs. Housewife sets her oven 
temperature at 325°F. But does she put her cake in the oven 
immediately? She does not. The moment she sets the tem- 
perature, the neon pilot light glows red. And its warning 
glow continues until the oven temperature actually reaches 
~ heat required, Then—out goes the light and in goes the 
cake! 


Simple, isn’t it? But what a dramatic little talking point 
when you are attempting to close a sale. And from your 
standpoint and hers, this new Type R Wilcolator is abso- 
lutely trouble-free. Its a neon light, which means indefinite 
life with replacement of pilot lamps completely eliminated. 


Beauty, too. Temperature dial and knobs are in colors to 
harmonize with range designs. Smart chrome bezel sets off 
the dial. And remember, its a liquid type thermostat.* Snap 
action, double pole contacts, bakelite contact housing. 


Be sure your new 1937 electric ranges have this type R 
Wilcolator Control. Sales pace-makers will. 


* Wilcolator pioneered, developed the liquid type thermostat—now uni- 
versally accepted as the most accurate remote control method. 


WILCOLATOR 


THE WILCOLATOR COMPANY, NEWARK, N. J. 
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A. C. Merschman introduced the 
first trailer to Lee County. 


Iron Clad Refund Proposition 


Sidesteps Washer 
DEMONSTRATIONS 


In Iowa town of 89 the Merschmans 
move three carloads with crate-to-user deal 


ON’T start running your thumb 

over the Iowa map to find the 
town of St. Paul as you read this. 
Uncle Sam does not consider its 89 
population enough to rate a post office 
so West Point is the address. A. C. 
Merschman even had to go over to 
Pilot Grove to take the three car- 
loads of washers off the train which 
he sold last year. 

As with many electrical dealers the 
Merschman Electric Company was 
originally an automobile house that 
saw the business fade in 1929. Then 
they (A. C. has his brother Leonard 
A., in with him) got seriously inter- 
ested in a 14-year old side line, ABC 
washers and ironers. 

“The principle of operation is 
simple,” says Mr. Merschman. “We 
simply load up a truck with wash- 
ers and ironers in the morning and 
start out. In a town of 89 people it 
doesn’t take very long to get out of 
town. 

“We have hit on a method that 
avoids time-taking demonstrations. We 
show the washer to the prospect and 


guarantee that she will be perfectly 
satisfied with its use. If not satisfied 
after one washing we take it back and 
refund the money. This we find gets 
rid of the joy-riders. Our come-backs 
have been less than 5 per cent. People 
seem to get a kick out of the fact that 
we usually deliver the washing ma- 
chine and ironer in the original fac- 
tory case. This seems to prove to 
the customer that she is getting a 
brand new job, one that has not even 
been used for demonstration.” 

The house uses local newspapers and 
direct mail advertising. There are al- 
ways enough reprints obtained from 
the local newspaper to cover the entire 
territory. 

In a town of 89 people you wouldn’t 
think that display space means much, 
nevertheless the Merschman Electric 
Company has invested in a plate glass 
window. Inside a floor display of 25 
washing machines is kept on hand. 

One of their most effective promo- 
tions was the giving away of hundreds 
of ABC balloons imprinted with their 
name at the Lee County fair. 


St. Paul's just a wide place in the road—so it's all outside selling. 
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sfied 
and J FROGIL — the Name that astounded the heater 
gets : industry in 1936 — the profit sensation of the 


year — now supplemented by a full line of 
that FROGIL SEALED-HEAT Gas and Electric 


ma- och eal Ranges just as sensational. You who broke all 
fac- ae sales records last year with FROGIL HOT- 
Sg a BLAST Oil Circulators will be thrilled with 
Be : these additional sure-fire profit-producers, bear- 
FROGIL SEALED. HEAT @ ing the FROGIL name. Here are features and 
and sales advantages far in advance of anything com- 
heal petition can offer. Make no mistake—these are 
tire FROGIL SEA =e the '37 winners for quick sales and big profits. 
ELECTRIC RANGE — = ar Write today — be the first in your town to get 
ory Combines the cmme amazing advantages a the complete and exciting news about the new 
uch, as the Frog as Range, except it is ‘ ‘. 
tric heated electrically. Durably built, high- FROGILS .. . the Sret to cash in with these 
lass grade in every detail—distinguished sparkling new additions to the FROGIL Line. 
in be win on 
sight. An immediate profit producer 
= for every electric dealer. NEW FROGIL SEALED-HEAT GAS RANGE 
reds Startlingly advanced in convenience and utility— 
heir years ahead of competition. Just a glimpse of the 
outstanding features: Super-Insulated Sealed- 
Heat Oven; Cast Aluminum Broiler Plate and 
Polished Aluminum Griddle, with Temperature 
FROGIL SEALED-HEAT ELECTRIC Regulator; Sealed-Heat Cooker with Aluminum 
— Triple Kettles; FROGIL French Fryer; FRO- 
GIL Double Boiler; Utility Compartment under 
FROGIL HOT-BLAST Cooking Top. See this new FROGIL—you'll say 
OIL CIRCULATOR it’s a world-beater for a smashing sales success. 
cous now vastly improved ; ‘ 
more refined; more beautiful. 
Simplifies heating for the GRAY COMPANY, 
home——makes it practical and 
economical, Burns 38/40 dis- Estat :ished, 1862 
| tillate. No wicks, Equipped a 
with 7 gal, fuel tank. 7 sizes, NASHVILLE + TENNESSEE 
to heat 2 to @ room homes, 
NG 
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SELLING 


$ New, Smart 
—A Style 


Beauty 


Leader 


Gives Years of 


Dependable 


Cleans the 


1ER COMPANY 


LECTRIC COMPANY 


Service 


Home 


TD. Toronto 


land, Ohio 
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FALER 


Thoroughly and Economically 


Canada 
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Gasoline 


and Washers 


A Cincinnati filling station pro- 


prietor finds his business an ideal 


spot to catch washer prospects 


OY, step up and shake the hand 

of Mr. Frank E. Fabiano—a 
bronzed paw that has pumped enough 
gasoline to float a battleship. Con- 
gratulate him, if you will, for he 
started business in 1930, fresh out of 
college, and has rung the bell. 

An ex-Sun oil salesman, he got to- 
gether $1,400 from six different places 
and started in what he thought was 
a logical business—a filling station. 

“When I got hep to the fact that 
the average Ohio gasoline station 
pumps only 2,300 gallons a year, I 
saw we were headed up a blind alley. 
Of course, we were getting more busi- 
ness than this—boy, we sometimes 
threw in a grease job to sell some 
gasoline—but it was like pulling teeth. 
I used to get up at sunrise and go 
to bed at midnight. I saw that the 
odds were all against us getting very 
far.” 

Then into the filling station one 
day glided a car and a siren-voiced 
Thor salesman hopped out. 

“Lookit,” he said to Mr. Fabiano. 
“You’re here early in the morning 
and late at night and see plenty of 
people. Every time a fellow rolls in 
here for a shot of air, he has proved 
to you he’s not a bum. He’s got a 
car, ain’t he? He’s out of the bread 
line. And what do you sell him— 
buttons! Just think of putting the 
bee on him for a real sale. Use some 
of that psychology you learned in 
college up at Dayton. Step up to 
him as you pump away and say, 


‘Mister, how’s the old washing ma- 
chine working?’ He replies, ‘I ain't 
got a washing machine.’ Then you 
up and say, ‘What do you say to let- 
ting me send out one of these for a 
demonstration?’ That’s all, see? 
Then right away quick if he hollers 
yes, you load a washer on a truck 
and dash out to his house and throw 
a real demonstration.” 

The Model Sales and Service Co., 
Inc., of Cincinnati, today owns four 
stations and two stores. It has sold 
approximately 600 Thor washing ma- 
chines this year, nearly all at the 
$69.50 level. It has put 400 Grunow 
radios into homes, and had to pull 
only 5. 

Mr. Fabiano’s system is simple. 

“We keep a flock of washers set- 
ting around outside the filling sta- 
tions except on rainy days like today. 
All the gasoline man does is suggest 
a demonstration to the automobile cus- 
tomer. If the service man can’t handle 
the job he turns it over to a sales- 
man. He gets a fin ($5) if the sale 
is closed. 

“Our salesmen are different. They 
wrestle a washing machine on to a 
truck by themselves, and whizz out 
to the prospect’s home quicker than 
you can say ‘Jack Robinson.’ They 
get 10 per cent down if they make 
a sale, and let the balance ride along 
at $1 a week with 6% on the balance. 
Paying that off helps to bring in the 
family for more gas. 

“Before we let go a washer we get 
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Usually a Fabiano filling station is dotted with washers like a daisy field—but this 


day it was raining. 
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“Our system gets us to real pros- 
pects,” says Frank E. Fabiano. 


a credit report on the customer. We 
try to hold them to weekly payments, 
as we wamt them to come in and see 
us. If the customer gets in a jam, 
we will try to re-finance the deal for 
him through the local bank. How- 
ever, we will pull a machine in ninety 
days, if he is sour. 

“Our salesmen are paid 124 per 
cent commission. That’s about the 
best in town, I think, and I believe a 
man should make $35 a week. We 
try to hold down the number of sales- 
men we have so that the earnings of 
each man will give him a decent 
living. 

“One thing, though, is different. The 
salesman absorbs the trade-ins. <A 
lot of them are running classified ad- 


vertisements and have a little busi- - 


ness on the side selling them. From 
$2.50 to $8 is allowed on an old ma- 
chine.” 

Fully 98% of the business is com- 
ing through gasoline sales. All serv- 
ice is handled by the Griffith Dis- 
tributing Corporation. Mr. Fabiano 
believes it costs him only 194 per 
cent to do business. His firm has 
grown from two employes to thirty- 
six. 

“Compared to oil and gasoline, sell- 
ing washers is as easy as peddling 
bananas!” he says. “It’s a grand 
business.” 


tic 


The Automatic Line for 1937 includes 7 models of Washers, 5 Electric and 
2 with Gas Engine. Model 74 DeLuxe, a washer with rich sparkling beauty 
and chromium fittings, shown above, heads the line. The new Automatic 
Save-A-Day Ironer is a fitting companion to these washers. 
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GREATEST SAFETY 
IMPROVEMENT SINCE 
THE SWINGING WRINGER 


Automatic offers you in "The Magic 
Button" an exclusive sales feature which 
every woman appreciatés. In addition 
to the usual wringer release, Automatic 
adds the safety feature of being able 
to stop the turning of the rolls at a 
slight touch of "The Magic Button." As 
a means of combating price competi- 
tion and of influencing the hesitating 
prospect to buy the washer you offer, 
no feature offered in years can match 
the Safety Advantage of Automatic’s 
"Magic Button." 


—and that's nof all 
AUTOMATIC has for 1937! 


There is the exclusive Duo-Disc Agitator with 
its two-way washing advantage and the Stokes 
patented ball bearing transmission backed by 
a broad and liberal Service Warranty, which 
insures you against usual service losses. Above 
all Automatic offers you for 1937 seven models, 
each with an eye appeal in design and rich 
harmony of color that sets a new standard in 


Washer beauty. 


Automatic gives you all these, including "The 
best profit in the industry.” 


AUTOMATIC WASHER COMPANY 


205 W. Third St. Newton, lowa 


AUTOMATIC WASHER COMPANY 


205 West Third Street, Newton, lowe 


Send along your 1937 preposition on Automatic Wash 


Dealer's Name 


Address 
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Arkansas Firm 


Masters the Knack 


of Collecting 
Small Items 


Sends 


No money goes for gasoline, and 
a boy on a bicycle can get around 
better than a man. 


Second hand goods on balcony, first class line of appliance downstairs is the 
Keller system. 


HEY say the restaurant busi- 
ness is pretty good if you know 
what to do with the scraps. 

In the radio and refrigeration busi- 
ness, it’s the trade-ins and collections 
which keep the proprietor wandering 
about with a worried eye. Mrs. A. 
J. Keller of the Keller Radio & Re- 
frigeration Co., Little Rock, Ark., has 
shown a flair for management in this 
direction, and her methods should in- 
terest northerners who think they 
are in Hot Water. 

Arkansas, a land where the scrub 
pine comes close to the city, a country 
where hound dogs still crawl under a 
lot of front porches, is a place of 
low incomes. A lot of folks still 
live on corn pone and sow belly 
decorated with the original collar but- 
tons. 

Of course much of Mrs. Keller’s 
territory is as fine as that found any- 
where in the world. But this is a 
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story of how she handles the difficult 
customers and still manages to squeeze 
out a profit. 

When a sale of something new or 
second hand (on the balcony) is 
about to be rung up, the Kellers never 
make a blind stab on a trade-in al- 
lowance. No, sir! Out goes the 
service man and appraises the old 
appliance. It must be working, with 
a fair finish. 

For old radios, the house allows 
up to 10 per cent on recent models. 
On table sets, $5 is the limit. When 
the receiver is brought to the store, 
it is whisked off, and given a 25 
per cent mark-up. Even then, the 
house takes a loss in at least one- 
fourth of the used sales. With old 
ice boxes, $1.50 is allowed, and they 
bring about this much when sold to 
second hand furniture houses up in 
the hills. On porcelain lined ice 
boxes, the store frequently will ante 


up from $10 to $15, and keeps them 
for the balcony. 

In the sales end of the business the 
Kellers favor a drawing account for 
their men. Many of the sales are 
picayunish, and a commission man 
will. feel too superior to fool with 
them. -A-sataried man will take care 
of trade as it comes. Men of 50 are 
preferred by the house when it comes 
to selling, as they are dependable and 
convincing to housewives. 

As with every one who lends 
money, the Keller Radio & Refrigera- 
tion Company labors under the curse 
of slow pay customers. Despite 
the fact that these people have paid 
10 per cent down and have signed 7 
per cent paper. 

“So we put a boy on a bicycle and 
send him out to collect,” Mrs. Keller 
explains. “It costs nothing for gaso- 
line, and a boy can go in and ask 
for the money just as well as a man. 


After all, most of these people are 
good, but have to be prodded. With 
sales of second hand goods, where 
the total is very small, there is no 
other way we could follow people up 
so cheaply. Should there be a skip, 
the boy on the bicycle can discover 
their whereabouts from children in 
the neighborhood, and follow them 
a good deal easier than a man.” 

One would think that the Kellers 
would push cheap appliances to their 
low income level clientele, but such 
is not the case. If it is necessary to 
“pull” an appliance, the chances are 
ten to one in favor of the finish of 
a good item. This can be cleaned up 
and the job sold without loss. 

Mrs. Keller is a Norge dealer, and 
operates two stores, one on each side 
of the river. She is aided by Marvin 
Torpier, service, Vance Broadwag, 
M. L. Haggard, and George Hitch, in 
addition to her son, O. A. 


Some dreadfully low income families complicate life for the Arkansas appliance 


house. 
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You may take the above statements literally. This new line of Speed Queen 
lroners offers Mrs. America more advantages of simplicity, convenience and 
beauty for her ironing machine dollar than any other ironer line that has thus 
far made its appearance. It introduces into the ironer field what the Speed 
()ueen washer line has for years offered the washing machine field—captivat- 
ing beauty . . . efficient, de- 
NEW pendable operation . . . at- 
Washer Line tractive retail prices . . . 
The 1937 Speed liberal markups . . .and 
Queen washer line VALUES that are beyond POPULAR P ED MODELS 
ew ual Ac- e new pee ueen ironer ine consists 0 
Stine oes ea | Write for further informa 5 popular priced models all finished in pure 
colors—new ome,  o tion. white enamel. Includes such sales features as 
Prices remain un- a oversize 7” roll—dual thermostat control—acid- 
changed. Write. ; resisting porcelain cabinet top—both ends of 
NG a roll open—double end tables, ete. Write. 
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HELPS YOU 


A REVOLUTIONARY 
SELLING POLICY THAT 


CAN SEND YOUR SALE 


the Gadgets 


SELL THE “COMFORT ZONE” AND 


SOARING TO 


WATCH YOUR SALES SKYROCKET 


Ce 


PRESIDENT 
PENN ELECTRIC SWITCH CO. 


Here is the whole plan: 

Start from here: Home owners are humans—not mechan- 
ics—they don’t understand mechanical terms—and don’t 
want to. Furthermore, they won’t be bothered. So forget 
the gadgets, “features” and gimcracks—and tell your 
prospect the story he wants to hear—the story of comfort— 
freedom and economy. 

The Penn ‘‘Comfort Zone” story is designed to get sales- 
men welcomed by any prospect. It is all explained by one 


Copyright, 1937 
Penn Electric Switch Co 


selling help—one clever, fascinating chart that proves that you have 
the heating device that will keep his home warm—comfortable—with 
effortless ease. 


The ‘Comfort Card” startles the prospect into seeing that he really 
lives in a zone 4 feet from the floor—and that there is where comfort 
must be maintained. As you operate this “‘Comfort Card” right before 
his eyes—he sees that zero outside can make this 4-foot zone very 
uncomfortable unless he has your type of heating equipment— 
Penn controlled. It is graphic—it has motion—it holds the eye and 
drives the selling wedge deep into the prospect’s mind—eliminating 
arguments—skipping mechanical discussions—humanizing the story 
of automatic heat. 


OPEN WITH THE “COMFORT ZONE” 
CLOSE WITH YOUR EQUIPMENT 


There in two sentences is the secret of faster, more profitable saleswork. 
The ‘‘Comfort Zone’”’ story opens doors, opens minds—gets the pros- 
pect ready to buy on a human basis. You don’t have to be an engineer 
to sell with this plan. Write us today for your ‘‘Comfort Card” and 
instructions that can produce a revolutionary upturn in your sales. 
There is no charge—now or later. Penn wants to help you increase 
your sales—no matter what equipment you sell. The Penn “Comfort 
Card” has increased sales for others—it will do it for you. 


ENN ELECTRIC 


IFFICES: NEW YORK, BOSTON, DETROIT, CHICAGO 
PORT: 100 VARICK STREET, N. Distributors in Principal Cities 
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REPRESENTATIVES: 


FG fe ro) PENN CONTROLS FOR HEATING SERVICE 


TRUE COMFORT TEM-CLOCK « TIMETROL TEMTROLS LIMIT SWITCHES 
data POOF ZONE UNIT HEATER CONTROLS e« STOKER RELAYS « SAFTROLS 
PENN COMFORTCARD POWER GAS VALVES « FAN AND CIRCULATOR CONTROLS 


And others for all standard or special heating, refrigeration, air condition- 
ing, pump and air compressor applications. 


¢ THIS COUPON 


\ \ 


PENN ELECTRIC SWITCH CO. 
Des Moines, Iowa 
Send me (no charge) Cards’’ 
and full instructions for their equities. I employ——_— 


HERE'S ALL YOU NEED AND IT's 


This is the ‘Comfort Card’’ moving demonstrator—a 
flip of your fingers shows how your equipment—Penn 
controlled—maintains ““‘TRUE COMFORT in the 
FOUR FOOT ZONE” at all times, regardless of out- 
side temperatures. Mail the coupon for your copy 
now. All you can use—are free. 


salesmen. Makes of equipment handled 


St. and No. 


City 


GARLAND-AFFOLTER ENGR. CORP., San Francisco, Seattle, Los Angeles; FORSLUND PUMP AND MACHINERY 
CO., Kansas City; THE UHL CO., Minneapolis; JULES BENEKE, St. Louiss MONARCH SALES, Denver. 
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“Here a couple of years ago the 165 . 
electrical dealers who are enlisted to- . 
day were selling kerosene stoves, gas ’ 
ranges, or nothing at all,” said Mr. | 
Young. “It occurred to us that there P 
was no reason why their energy should P 
not be turned to selling Minneapolis 
on electrical cooking.” ‘ 
ONDONERS claim the statue In some parts, the utilities feel that n 
f of Lord Nelson on Trafalgar running a few dealer names in their 
{Monument bows whenever a advertising constitute a co-operative 
Scotchman spends a halfpenny; New program. Mr. Young knew better. 
Yorkers declare that the lions in front When he brought out a co-operative ‘ 
of the public library roar whenever a plan, he let go with both barrels. That ; 


virgin passes. Good Minneapolis cit- 
izens are seeking a similar symbol for 
the ne plus ultra—for an event has 
taken place in their midst which is 
almost unbelievable to outlanders. 

Electrical dealers in Minneapolis did 
52 per cent of the range business in 
that bailiwick in 1936! 

This in a town where the Northern 
States Power Company was almost 
the last word in range selling. This 
in a bailiwick where H. E. Young, 
vice-president in charge of sales, needs 


is why it works. Run an eye over 
this Ten Point dealer policy that 
launched the range and water heater 
campaign: 

1. Dealer paper is taken over by 
Northern States Power Company with 
a low finance charge. Minimum down 
payment is $5 plus $3.75 monthly. 
With customers who are _ renters, 
down payment must be $5 and $10 
monthly for three months, with bal- 
ance spread over sixteen months. On 
all models not classed as leaders, 10% 


take off his hat to no man in the U. S. 
when it comes to “know how” on 
moving these electrical conveniences. 
it happened. 


down payments are required. 

2. Northern States Power Com- 
pany offers free installation on single 
and double dwellings, up to $30. 
Renters are allowed one additional in- 
stallation at company expense. (Ac- 
tually this work is farmed out to 
dealers.) 

3. The utility agrees to service 


SALES BY DEALERS 


Ranges Water Heaters 
1934 1935 1936 1934 1935 1936 


There's nothing like 
a file of contracts 
to convince people 
that a range is the 
thing to buy, says 
Earl Williams. 


15 32 
4 February ...... 41 February ....... 3 13 
14 70 139 June ...... 8 35 61 
7 5 2 47 41 

September ...... September ...... 10 49 

October 33-107 Geteber ........ 12 50 

2 November ...... 12 82 November ...... 3 27 

. December ....... 31 86 December .:..... 9 28 
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LEFT — Eighteen electric 
ranges are carried in stock 
in this little store. 


RIGHT — "Notice," says 
Ted Losby, "that dealers 
are getting list prices.” 


BELOW —No better way 
to sell than to carry your 


these appliances free for one year, 
and at a low charge thereafter. Dealer 
furnishes parts. 

4. Free instruction is given to 
purchasers by the utility. Dealers. are 
permitted to call on the demonstration 
organization of the utility for help 
in making sales. Sales, incidentally, 
must be reported within twenty-four 
hours. 

5. Dealers are entitled to partici- 
pate in a low cost co-operative ad- 
vertising campaign in the newspapers, 
which is run in addition to the util- 
ity’s own advertising. 

6. A $10 trade-in allowance is set 
up for each piece of equipment taken 
out of service, where an electric range 
or water heater is substituted. Old 
stoves must be delivered to utility. 

7. Dealers are permitted to call on 
the home service department of. the 
Northern States Power Company for 
free assistance with prospects, demon- 
strations on their premises, if wished. 

8. A dealer organization has been 
created by the Northern States Power 
Company to promote business for 
‘dealers. Dealers co-operating must 
have (a) suitable display place for 
merchandise, (b) two ranges and one 
water heater on display (c) which 
are makes approved by the Northern 
States Power Company. The utility 
reserves the right to withhold its co- 
operation, even with the dealers who 
qualify, in order to protect dealers al- 
ready established. 

9. Sales and educational meetings 
are held for dealers, at which the best 
talent available helps develop dealer 
salesmen. 

10. A bonus to the dealer is 
granted in the form of one free range 
($75) or water heater for each five 
of these units sold. To enjoy this the 
dealer has to be on the authorized 
list. 

With the program in effect, adver- 
tising on a 50-50 basis was started, and 
the campaign was on. Shoppers from 
the Northern States Power Company 
visited all the dealers and reported 
what they didn’t know about ranges. 
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own electric bill, Dealer 
Williams thinks. 


Dealers were encouraged to install in 
their own homes, and today 95% of 
them have done so. 

“We started a series of Tuesday 
night sales meetings,” Theodore 
(“Ted”) L. Losby relates, who is in 
charge of the dealer department to- 
gether with L. K. McLelland. “I told 
the seventy-five dealers who attended, 
that price was the only thing which 
would take the place of intelligence— 
that if they wanted to make money, 
they had to use their heads. We were 
prepared to give them the ammunition. 
We had Herb Mahlert teach them 
range psychology. E. A. Dahl gave 
them the works on hot water heaters. 
Don Schwartz of Westinghouse talked, 
and so did Nate Boruzak of L. & H. 
The home service girls held meetings 
all through the winter.” 

With all the shouting, the dealers 
began to make sales and the range 
distributors perked up their ears. They 


1937 


Its 


Cooperative 


Own 
Dealer 


Record With 


Program 


went to work on the trade and today 
Armstrong, Crawford, Detroit Jewell, 
Electrochef, Estate, Fidelity, Florence, 
General Electric, Hotpoint, Kenmore, 
Kelvinator, L & H, Marion, Monarch, 
Norge, Raleigh, Standard, Universal 
and Westinghouse have distribution in 
Minneapolis stores. Distributors are 
today buying by the carload lot. 

Pretty soon it was observed that the 
dealer who carried a_ representative 
stock of ranges and hot water heaters 
got a lion’s share of sales. People 
wanted to see several before they 
bought. So today a typical stock is 
four ranges and one water heater. The 
prices run around $89, $119, $159, and 

200. Six brands get most of the 
business. 

“Mr. Young has mentioned how we 
went to the mat to get dealers to put 
ranges in their own homes,” says Ted 
Losby. “Nothing is more convincing 
to the prospect than to have a dealer 
pull an electric bill from his own 
pocket. It gives him a personal chance 
to show how reasonable a range is on 
cost of operation.” 

Department stores in Minneapolis 
have been lagging in the Northern 
States Power Company range and 
water heater drive. Leaders in the 
activity have been the small, one man 
dealer outfits. There’s an art in han- 
dling men, Ted Losby points out, and 
when a dealer puts on a sales crew, 
a new factor of uncertainty is intro- 
duced. When a dealer goes after bus- 
iness hammer and tongs himself, he 
can get results. After all, it was felt 
that electrical dealers, once on an equal 
buying basis with the utility, enjoyed 
a decided advantage. The dealer had 
wired many homes in his neighbor- 
hood, had many contacts. This ex- 
plains why dealer sales have pushed 
ahead as they have. 


One of the outstanding dealers is 
Earl Williams, who has sold 183 
ranges in eight months in 1936, and 
45 water heaters. He carries 18 Uni- 
versal and Westinghouse ranges in 
stock in his store. 

In 1925 Williams did a $2000 vol- 
ume on electrical merchandise, and 
$30,000 on contracting and fixtures. In 
1936 he will do $25,000 on electrical 
merchandise and $23,000 on contract- 
ing. Besides the ranges he carries 
Blackstone washers and Westinghouse 
refrigerators. His store has a hook-up 
with Gamble. 

“Biggest objection is the belief of 
women that they will have to learn 
to cook all over again with electricity,” 
states Dealer Williams. “In a way, 
the depression is playing into my 
hands. There are about 125,000 gas 
meters in this territory, and assuming 
a gas stove lasts 15 years, there should 
be about 8000 gas stove replacements 
sold a year. Due to the depression a 
lot of old jelopies are still being used, 
and when I get in and make an elec- 
trical range representation, the time 
is really ripe for a replacement. That’s 
why we are going ahead so fast.” 

Two home service girls from the 
Northern States Power Company, call 
on dealer customers exclusively. In- 
stallation is usually complete three 
days after the order is placed, and the 
home service girl gets there within 
ten days—shortly after the family has 
acquired a lot of questions to be an- 
swered. 

So, in conclusion, it becomes ap- 
parent how this miracle of dealer 
range selling took place. Cooperation 
by the Northern Range Power Com- 
pany, has permitted a doubling of vol- 
ume—and without falling much behind 
in its own activities. A case emphasiz- 
ing the national trend. 
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THE NAME EVERYBODY KNOWS 


THE PIONEER 


A quality Washer of moderate price. Capacity 6 lbs. 
Features: Thriftivator, Lovell Wringer, Green Porce- 
lain enamel finish. ‘‘Cushioned power’? motor — 
never requires oiling. A real volume sales leader. 


THE PATRIOT 


b Spin- 
Double 
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A NEW AND COMPLETE LINE OF LAUNDRY 


EQUIPMENT TAILORED FOR FAST TURN- 


OVER AND GOOD CLEAN 


Hotpoint Washers and Ironers are distinguished by the same stand- 
ards of dependability, long life and economy that have made the Hot- 
point name familiar to millions of homemakers. They are tailored for 
fast turnover — equipped with a wealth of easy-to-sell, easy-to-demon- 
strate features. 

In 16,000,000 homes, for more than 30 years, the name Hotpoint — 
the name everybody knows — has been the mark of quality on electrical 
appliances the world over. Now this famous name appears on the year’s 
most sensational line of home laundry equipment. 

Act now! Call the Hotpoint distributor today. See this new line and 
learn all about Hotpoint’s Streamlined Selling Plan to carry you smoothly 
and swiftly through sales resistance to greater profits in 1937. 


Complete lines to fit every market including 
models powered by gasoline engines. 


EDISON GENERAL ELECTRIC APPLIANCE CO., INC. 
5620 West Taylor Street, Chicago, Illinois 


WASHER j 
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THRIFTIVATOR 
CLINCHES 
DEMONSTRATIONS 


Gentle washing is found at the top of the 
Thriftivator blades near the water line. Half- 
way down the Thriftivator is the intermediate 
zone. The most vigorous action, which dupli- 
cates scrubbing, occurs at the tips of the 
blades. The clothes are in constant slow-turn- 
ing motion. This correct washing action makes 
Thriftivator clothes last longer and look better. 


5 OTHER BIG FEATURES 


1 Quiet. Permanently lubricated at 
factory. No oiling — not even motor! 
2 Lovell Wringer. 2-in. soft-rubber rolls. 
Side snap release. Adjustable pressure. 
3= G-E Motor. Mounted on live rub- 


ber. Permanently lubricated. Quiet, 
dependable, economical. 


Porcelain Enameled Tub. Smooth, 
lifetime finish. Mounted on rubber. 
Easy to clean. 


5 Guaranteed by Hotpoint. One-year 
guarantee on materials, workmanship. 


Edison: General Electric Appliance Co., Ine, 
5620 W. Taylor Street, Chicago, Ill. 

Please send me full information, prices and sales plan on 
Hotpoint Laundry Equipment. 
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The man who lets price 
4 jobs buffalo him has sold 
> neither the refinements on 
his own stoker nor the reli- 
ability of his house, Guy 
Hamilton declares. 


— 


OPPOSITE PAGE 


A piece of paper and a 
draft permit you to give 
an interesting demonstra- 
tion in fuel combustion. 


Let Low Priced Stoker 


i Special bypass draft which 
helps save coal interests to- 


N the belief of Guy Hamilton, 
manager of the stoker division 
of the Tennessee Valley Appli- 
ances, Inc., Nashville, the attitude of 
the public toward stokers during the 
last six years can be summed up by 
one of Dr. Samuel Johnson’s prov- 
erbs: “A woman preacher is like a 
dog walking on its hind legs; you are 
so surprised at seeing it done at all 
that you are not critical of how well 
it is done.” 
Up to recently people hesitated for 
a stop-look-see at stoker shows, and 
were fascinated. That the device 


worked at all was enough. 

“The first age of stoker business 
has now come to a close,” Mr. Ham- 
ilton, who has been in the business 
eight years or better, explains. “It 
was an age of coal trouble. Coal in 
the right sizes or in proper condi- 
tion was hard to get. It was a period 
in which the domes of warm air fur- 
naces were always being burned out. 
With the second stage price cutting 
appears. Today a stoker may be 
bought by the public for as little as 
$162. Sales tactics must change to 


meet this situation.” 


day's stoker buyer exceed- 
ingly. 
| Maybe no woman's dainty hands were ever 
intended to reach into a spike remover, but 
knowledge that it easy to do is a sales 
point these days. 
PAGE 28 


Mr. Hamilton has no patience with 
the salesman who goes down under a 
$162 price punch and comes yelling 
in for the firm to meet that level. 
“With the second age of stokers it 
is a time to change selling methods,” 
he states. “The day is here when 
we must admit to prospects that 
everything hasn’t always been heav- 
enly with stokers in the past. Other- 
wise how can we sell improvements’ 
Your average prospect has never 
heard of a smoke-back, an annoyance 
caused by smoke creeping through the 
worm and filling the basement. To- 
day we have gas eliminators, cleverly 
devised gadgets that use air to force 
smoke up the chimney where it be- 
longs. This feature is not found on 
your cheap $162 jobs. Unless you 
tell your prospect of the trouble it 
solves, how are you going to con- 
vince him your product is superior’ 

The stoker business of the future, 
Mr. Hamilton points out, is going 
to the dealer who convinces his pros- 
pect that he is looking out after his 
interests. Even though Nashville is 
a city pretty far south, a great many 
houses are flimsily built, and almost 
as much coal is burned per capita as 
in Illinois. A warm house therefore, 
becomes just as serious a proposition 
as it does in chillier climes. With 
15,000 furnace owners in Nashville 
who scarcely know the front from 
the back end of a stoker, it behoove; 
electrical dealers to go promptly t 
the mat with their improvements an‘! 
refinements these days. There is no 
other way of meeting $162 price com 
petition otherwise. 

So Mr. Hamilton is perfectly wil! 
ing, in talking to the prospect, t 
outline the ways in which a stoke: 
may possibly get into trouble,—evei 
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Now’s the time to 


trot out refinements 
and avoid bargain 


arguments... says 
Nashville man. 


By Tom F. Blackburn 
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if a prospect has never heard of the 
trouble. Here are some of the things 
that can happen: 


(1) Control trouble. The fire can 
go out or the fire can get too hot. 
It is penny wise and pound foolish 
to avoid buying the best controls on 
the market. 


(2) Transmission trouble. When 
this occurs, the stoker will not feed 
coal into the furnace. 


(3) Although a rare occurrence, 
the cast iron worm which moves the 
coal along can break. 


(4) Tramp iron in the coal can 
jam up the worm and prevent it from 
running. An easily accessible spike 
catcher is a feature on improved 
models. 


(5) Smoke can back up into the 
basement when stoker has not a gas 
eliminator. 


(6) Bad air mixtures waste coal. 
Automatic feed and air control keep 
lown the amount of wasted coal and 
fy ash that lights on the neighbors’ 
porches. 

One of the best methods of get- 
ting good prospects, Mr. Hamilton 
finds, is in obtaining a list of people 
from coal dealers who buy 12 tons or 
more. Stoker selling is right down 
the coal dealer’s alley, and it is 
possible frequently to have him send 
out a questionnaire to his customers. 
A furnace owner who uses a lot of 
coal is a sure fire prospect. 

“Stokers today are rapidly round- 
ing into package jobs,” Mr. Hamil- 
ton states. “When we open up a 
new dealer (Tennessee Valley Appli- 
ances, Inc., both distributes and re- 
tails) and he makes his first installa- 
tion, I no longer put on old clothes 
to help him. I go down, point to 
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A 300-watt light over the coal hopper permits the owner to watch his coal when he fills the hopper. 


the package, tell him that everything 
is inside, stick around and watch him 
put in the stoker. There is no trick 
about it and outside of helping him 
on a few questions, I find that nine 
times out of ten the dealer’s first in- 
stallation works smoothly and satis- 
factorily.” 

There are a lot of things a dealer 
can do which convince the prospects 
and customers that he has their in- 
terests at heart, Mr. Hamilton says. 


1937 


It’s the best way to get away from 
price talk. There is the draft test 
—a checkup which reveals whether 
or not the furnace burns too fast. 
By putting a piece of paper over the 
front door draft the customer can be 
shown by the way it sticks when the 
draft is properly regulated. Although 
the stoker may supply the proper ar- 
tificial draft there is the natural draft 
of the chimney to contend with. By 
trotting out a gadget which permits 


excessive air currents to bypass the 
furnace Hamilton has an entirely dif- 
ferent fuel saving story to tell. Cus- 
tomers also generally feel that you 
are looking out for their best inter- 
ests when you install a 300 watt light 
over the coal hopper. This focuses 
a brilliant light on the coal that is 
being loaded into the stoker and per- 
mits the customer to catch any foreign 
bodies that may be in the coal which 
might possibly jam the stoker. 
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ROASTER-COOKERS 


“Display... 
Talk...and 
Advertise” 


MODEL NO. That’s what sells washers in the 


small towns as well as the cities, 
say the Bradleys of Princeton, IIl. 


690—RECTANGULAR MODEL 


NO. 680—OVAL 


THE Everhot name has long been firmly estab- 
lished. It has always stood for the peak of 
quality in appliances that carried the Everhot 
nameplate. It has marked dealers handling the 
merchandise with an equal reputation for high 
quality. Now we give you two new electric 


cookers which we dare claim to be beyond ap- 
proach of anything ever presented to date in 
Known practicabilities! 


this field. Refinements! 


sé RIENDLINESS is’ what 
kK counts in a small town,” said 


Glen Bradley, who with his 


eral years ago it took on the Speed 
Queen line and each year has steadily 
increased its volume. The first year 


Sales appeal from every standpoint. Eye ap- brother Harry, owns and operates the nine machines were delivered to cus- 
peal! EVERYTHING! firm of S. L. Bradley & Sons in tomers. Sales were increased to 16 
Princeton, Ill. Incidentally, we got all the following year. Last year was 
* BEAUTY— of our facts from Glen, as Harry was’ much better and the record book shows 
* CAPACITY— busy making a trailer for hauling that 75 washers went out of that store 
. CRP eas washers to customers. and 1936 is pointing to more than 150 
(guaranteed rust- No struggling youngster is this washer sales. Of their washer deals 
proeti= firm, for it was founded by the late to date, 70 per cent are motor driven, 
————— S. L. Bradle than 50 the rest d by gasoline 

* DETACHABLE S. L. y more than 50 years ago. e rest are powere y ga 

The business at that time was cen- engines. 
10 . p+ A tered on the sale of farm implements, They are still in the radio business. 
SWITCH— which, by the way, are still handled by This line during the current year will 
° SONAL LOHT— the sons. provide the next greatest appliance 
‘ “a one of The boys have been working volume. Within the last two or three 
Wb : Pe around the store ever since they could years they have taken an interest in 
VENTILATORS IN jump out of their respective cradles refrigeration. Lately they have added 
ys ; a... = and toddle down the street. They vacuum cleaners and expect to do a 
ATIACHMENTS— learned from their father that a suc- real job with the line. 


PAN COMBINA- 
TIONS— 


CHOICE OF 
ALUMINUM OR 
ENAMEL PANS— 


cessful business operation in a town 
the size of Princeton required a close 
personal contact with everyone from 
eight to eighty. 

The elder Bradley was the first of 


And others! Backed by Ss) | that family to become interested in 
advertisi — Safety Mandl | washing machines. He handled the 

—» | old “White Lilly” a long time ago, 
ing, displays and demon- Adguatatte 


stration service. We fore- 


see Everhot's greatest 


Vent 


sold quite a few of them in that pros- 
perous locality. 

The next interest in the appliance 
field was in the days of dot-and-dash 
radio. One of the local boys had a 


year in 1937. This is your “Or ond “ont sed 2 flair for making receiving sets, but 
vee Get Switch ; weakened noticeably when it came 
a PP ty. Signal Light Hinged time to sell them. Harry and Glen 


full details at once. 


Manufactured by 


THE SWARTZBAUGH MANUFACTURING COMPANY 


TOLEDO, OHIO, U.S.A.— Established 1884 


z= Separable Cover 


became interested, scouted around, 
questioned everyone who came in the 
store and found many live prospects 
for these squeaky receivers. 

The firm lost interest in washing 
machines for a long period, but sev- 
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“Although we have been in business 
here for more than 50 years, our 


Glen Bradley and his brother 
Harry, handle all sales. 


| 
fe a at — ” When the Bradleys hit on the idea of spreading a line of washers across the { tt 
d 
— 
. % | 
é 
| 
ret 
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the building, inquiries and sales increased, | 


ross the 


neighbors can’t guess that we have | 
washers, radios, refrigerators and 
cleaners to sell. We have to tell them | 
about our setup as do the stores in | 
the larger cities,” was Glen’s introduc- | 
tion to the advertising story. | 

And the Bradley’s really tell ‘em. | 
Weather permitting, it is their daily 
practice to line the front of their 
double store with washing machines. 
Certainly no passing motorist or pedes- 
trian can be unaware of the fact that 
the Bradley boys sell washing ma- 
chines. Another example of mass dis- 
play was seen by Electrical Merchan- 
dising while on a visit there. One 
show window and a large space im- 
mediately behind were jammed with 
radios. At night, spot lights playing 


e Speed down on the receivers increase the 
steadily effectiveness, make for inquiries. 
rst year “We don’t stop our advertising 


to cus- there,” say the Bradleys. “Our pet 
d to 16 medium is the ‘Bureau County Re- 
ear was publican.’ This weekly reaches 7500 
k shows subscribers of Bureau County.” With the concentration of a chess player, all of our efforts proceed 
iat store Another advertising medium used is jp 
than 150 the “Bureau County Record,” a “4, im one direction and focus at a common point, and on that focal 
er deals weekly house-to-house organ. Never _—- - 
» driven, a week goes by but what S. L. Brad- point rests our heating element alloy, Chromel. During the 30 
gasoline ley « Sons has plenty of appliance years since Chromel was discovered, we have sometimes been 
copy in at least one of the papers. 
business. _ This firm also makes good use’ of tempted to go into broader and related fields, but always came to the 
fear will literature provided by manufacturers. 
ppliance Its name is imprinted on these pieces conclusion that man or company can have only one first interest. And ‘ 
or three and boys are hired to distribute them. 
erest in Mr. Bradley was asked if the com- that to spread your efforts is to thin out your efficiency. Consequently, is 
ded -to- 
“4 ag "No, Brees brn cena as the knowledge of the years has pyramided, it all has been imparted to 
Harry and I take care of the selling Ch l tod th k ell li 
We romel, an ay, the maker and seller of heating appliances, and the 
ars, our reaches the homes here in town and power companies, are all beneficiaries of what 30 years of experience has 
the advertising done by the manufac- 3 
turers in the farm papers gets the imbedded in Chromel. Hoskins Manufacturing Company, Detroit, Michigan. b 


stories to our customers out on the 
farms. Once they come in the store 


ties have put in a number of miles of 
rural lines around Princeton. Al- 
washers. 

THE WIRE THAT MADE ELECTRIC HEAT POSSIBLE 
the platform formerly used to support i 


ready more farmers are buying mo- 
the gas engine and bring the engine 
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we believe we can handle them.” 
One condition that has cheered the a O S K | N S 
tors, water pumps and major appli- 
ances. Several motors have been sold 
back to the store. We can sell these 
easily, usually to farmers for use in 


boys this year is the fact that the utili- 
to owners of gasoline powered 
pumping water,” said Glen. 
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Op TIMERS in the vacuum cleaner business well re- 
member the early work of Domestic Electric. It was 
Domestic Electric’s engineers who— introducing new 
principles in vacuum cleaner motor design—cured the in- 
dustry’s early motor troubles. So right were those prin- 
ciples that they have continued to influence the design 
of vacuum cleaner motors ever since. 


That was only the beginning. Year after year, pioneer- 
ing improvement after improvement, Domestic Electric's 
engineers continued to be known as the men who, above 
all others, ‘knew their stuff” about vacuum cleaner motors. 


Except for one detail, what was true years ago is 
true today. The same engineers and production men are 
still on the job—turning out better vacuum cleaner motors 
than ever —but their products now bear a “Black ¢ 
Decker” nameplate. The name of the old Domestic 
ELectric Company was changed to THe BLack & 
Decker Evectric Company back in 1929. 

When it comes to making satisfied customers, you can’t 
beat Black & Decker (formerly Domestic Electric) Motors. 
More than two decades of satisfactory performance—and 
the long continued patronage of leading vacuum cleaner 
manufacturers—prove that beyond any doubt. 


BLACK & DECKER 


THE BLACK & DECKER ELECTRIC CO.,, KENT, OHIO 
formerly 
SPECIALISTS IN THE DESIGN AND APPLICATION 
OF UNIVERSAL MOTORS 
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A corner of the Segall air conditioning showroom in Shreveport, La. 


From TIRES to 
Air Conditioning 


$50,000 Volume the first year de- 


cided Segall of 


SEGALL of Shreveport, La., de- 

cided in April of ’35 to give up 

* his tire store to enter the air con- 

ditioning field. Up to the middle of 

January, ’36, the firm had sold $50,000 
worth of air conditioning equipment. 

The air conditioning band wagon is 
moving, and B. Segall, Frigidaire air 
conditioning dealer of Shreveport, La., 
is aboard. He stepped on about a year 
ago prepared for a first class ride, al- 
though his qualifications included no 
knowledge of air conditioning itself. 
Deciding that engineering problems 
could be solved by a technical man, Mr. 
Segall, armed with foresight and ex- 
cellent sales technique, took over the line 
in Shreveport and surrounding territory. 

His first step was to rent space in the 
leading hotel of the city and completely 
air condition it. Modern furnishings 
in the office and show room provide a 
fitting background for the displayed 
units. Location in the hotel is a decided 
asset, as there are entrances from both 
the street and lobby, so the store at- 
tracts the attention of local business 
men who lunch there. 

Besides himself Mr. Segall has hired 
a sales engineer to work on prospects, 
also another engineer who spends all his 
time inside ironing out the details of 
each job. 

The house-to-house canvass method 
is not used to locate prospects. From 
his many years in Shreveport Mr. 
Segall is well acquainted with the 
townspeople, therefore is able to judge 
who is likely to be in a financial posi- 
tion to buy the many advantages derived 
from an air conditioned home or place 
of business. 

As the obvious first step, these people 
are approached on the subject. Since 
the average person knows very little 
about air conditioning, the education 
story must be well rehearsed and often 
repeated. Today people have to be 
shown good reasons for parting with 
their money, consequently Mr. Segall 
and his associates encounter strong sales 
resistance. 
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Shreveport, La. 


The sales methods of this firm are 
based on logical arguments rather than 
high pressure. The stories vary, of 
course, with the several types of build- 
ings concerned. For example, the hon- 
est sales argument for the homeowner 
is that conditioned air provides year 
round comfort and makes for better 
health. The problem of sleeping during 
the hot summer months will cease to 
be a problem if the air throughout the 
sleeping rooms is cool, clean, and of the 
proper humidity. A good night’s rest 
is vital to every member of the family. 
Sickness, colds in particular, is avoided 
by keeping the house at a continually 
even temperature. Taking a tip from 
the medical profession, the firm stresses 
the fact that in many cases colds can be 
avoided if a person keeps up his re- 
sistance—and the better the sleep the 
stronger the resistance. The angle of 
cleanliness is presented to the mistress 
of the house, who is always interested 
to learn that an air conditioning plant 
eliminates the dust problem, the cost of 
which averages at least $75 annually. 
All these points are logical and have 
been found to bring results when home- 
owners are contacted. 

A different principle is employed to 
sell the storekeeper or restaurant owner, 
though it too is based on reason. The 
restaurant proprietor is told that an air 
conditioned establishment will mean 
comfort for his patrons, and that the 
direct result of this comfort will be 
more money in the till. People will sit 
longer and eat more if they are at ease. 
A tired, hot person normally orders a 
sandwich and a glass of lemonade or 
iced tea. If the restaurant is cool, how- 
ever, dormant appetites are likely to 
spring to life—with the gratifying re- 
sult of a substantially increased check. 
The manager of a hotel in a nearby 
town told Mr. Segall that since condi- 
tioning had been installed in the hotel 
coffee shop business had increased 25%. 
While part of this must be attributed 
to general business increase he believed 
that a favorable percentage was directly 
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B. Segall, himself, shown in an- 
other corner of the showroom. 


due to the cool, clean atmosphere. An- 
other sales argument for the restaurant 
man is that equipment will not become 
as dusty, which means less work and 
more sanitary food. 

Mr. Segall’s organization has sold air 
conditioning to several dress shops. 
Here again the prospect was convinced 
that the customer would stay longer if 
she was comfortable. Naturally the 
longer she stays the more dresses she 
tries on, and the more likely she is to 
buy. 

Mr. Segall learned from the dress 
shop owners that one of their problems 
is the soiling of clothes by perspiration. 
This is solved, of course, with condi- 
tioned air. Let us not forget the poor 
working girls, who, if they work under 
pleasant conditions, are far better fit to 
assist and flatter the hundreds of Mrs. 
Joneses who come into the store every 
day. 

A local hosiery shop provided an- 
other selling point. The owner said 
that since his store had been condi- 
tioned, a salesgirl saved a fourth of the 
time it formerly took to show and wrap 
a pair of hose. When her hands were 
moist, stockings would stick—occasion- 
ally one would tear. Fans were in- 
stalled to offset this difficulty, but the 
resultant breeze made it hard to handle 
the stockings, and even more lost time 
resulted. 

Again, in selling conditioning for an 
office building, logic turns the trick. 
Stressed particularly is the fact that for 
the owner it means increased rentals 
and satisfied tenants. The renters learn 
that employees will do a better day’s 
work if they are not harassed by heat. 
Any employer is aware that the money 
he pays in a _ reasonably increased 
rental fee is well spent if the result is 
greater efficiency among his employees. 

After an air conditioning unit has 
been sold, Mr. Segall has found, it is 
imperative to complete the installation 
with all possible speed, as the process 
of alteration is both inconvenient and 
costly to the average business owner. 

The happy combination of “putting the 
finger on the proper customer,” selling 
him logically, and treating him right 
after the job has been installed, has cre- 
ated some sweet business for the Segall 
firm during the past year. In a ten- 
month period twenty-one jobs have been 
installed. Of these, eleven were in 
homes, the remaining ten in the com- 
mercial field. These 21 installations 
amounted to a gross of $50,000 in round 
numbers—a very worthwhile record for 
less than a year in business. 


WATCH FOR THE MAN WHO 
CARRIES THIS PORTFOLIO! 


He will show you the finest, most complete and fastest-selling 


line of electric fans in the industry! ¢ He will show you the 


greatest line-up of fan sales helps that you have ever seen! 


¢ He will show you how General Electric Fans will write fan 


profits in your ledger! 


WATCH FOR HIM! LISTEN TO HIM! 
YOU'LL PROFIT BY HIS SOUND ADVICE! 


GENERAL ELECTRIC 


APPLIANCE AND MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY, BRIDGEPORT, CONNECTICUT 
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PAT McDONOUGH 
Wellston, Mo. 


\ HEN Pat McDonough was 58 
years old he walked into a 
James & Co. store and asked Manager 
Elmer Sander for a salesman’s job. 
He got it and today at the age of 66 
he is still winning prizes for making 
his quotas as a salesman for the Hesse 
Appliance Co. of Wellston, Mo., a 
General Electric appliance store. 

Using intensive survey methods, Mc- 
Donough would concentrate on a city 
block, check the residents for their oc- 
cupation and then make up a list of 
persons whom he believed desirable to 
contact. On the first day he would 
heave a small piece of literature in 
the mailbox; on the second day a 
larger piece; on the third day mail a 
card inviting her to a demonstration, 
and on the fourth make a personal 
call. 

Speaking of cold canvassing, he 
has made only one sale on the first 
call in his eight years of selling re- 
Irigerators. 

He has made friendships and sales 
by refraining from criticising other 
makes. “I have a refrigerator, a —,” 
said a woman whom he had invited to 
a demonstration. 
may learn 


“Come anyway, you 
how to make some new 
things with your refrigerator,” said 
McDonough. “Now that you have 
been fair, I'll tell you who is going to 
buy one. My niece on Farrar street,” 
And McDonough made the 
sale to her niece. 

McDonough checks into the ability 
of a man to buy and pay for a major 
appliance before asking him to buy 
and his sales have resulted in only two 
repossessions 


she said. 


At a dinner celebrating the conclu- 
sion of a General Electric sales cam- 
paign Harry Hesse introduced Mc- 
Donough as that “young kid from our 
store.” His dance specialties “stole 
the show,” from the younger men who 
appeared on the program. 

On his 65th birthday he was pre- 
sented with a ring at a James & Co. 
sales meeting. “There’s one thing, boys, 
I don’t like,” he said in accepting the 
ring, “and that’s to call me ‘Old 
Man,’ when I’m not old.” The 100 
salesmen present roared their approval. 

Before going into specialty selling 
he operated for 294 years a grocery 
business which he gave up following 
a year’s illness. 
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HENRY LE VASSEUR 
Portland, Ore. 


NTRODUCING Henri Le Vasseur 

of the Northwestern Electric 
Company of Portland, Oregon, as he 
was in the act of receiving the George 
H. Wisting sales award at the hands 
of L. T. Merwin, president and gen- 
eral manager of the company. The 
specific accomplishment for which he 


+ 
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H. G. KROUSKOP 


Missoula, Mont. 


HIS is about H. G. Krouskop, 

of the Missoula Division of the 
Montana Power Company. He has a 
record of having sold, within 42 work- 
ing days, 43 refrigerators, 12 ranges, 
one ironer, 8 vacuum cleaners and six 
washing machines, all in a territory 
of 2,500 meters. The Miami trip was 


won the plaque was the selling of 90 
ranges. The plaque, which is awarded 
for outstanding achievement in any 
department of the company’s sales 
program, bears the quotation from 
Carlyle, “That man is most original 
who is able to adapt the greatest num- 
ber of sources.” 


part of the reward for his achieve- 
ment and the costume was the way 
his fellow workers sent him off on the 
journey. The “Miami, care of Con- 
ductor” label was padlocked about his 
waist and he was furnished with the 
mammoth “Lunch” carton to carry 
along, along with the good wishes of 
his friends. Krouskop is one of an 
active group of salesmen whose efforts 
under R. M. Vieths, sales manager, 
have won for the Missoula division 
during the past few years: highest 
award in the 1930 and 1931 Mon- 
tana Power Company Range cam- 
paigns; the World’s Fair trip and the 
GE Toppers trip to Bermuda in 1933; 
the GE Toppers trip to Miami in 
1934; and in 1935 the GE Toppers to 
Del Monte, the Montana Power Com- 
pany Mazda Lamp campaign, and the 
Sweeney Monitor Top contest. The 
only reason range campaigns are not 
mentioned in the intervening years is 
because none were conducted. 1936 
in this district is already 205 per cent 
over range sales for the same period 
last year and is still going strong. 
Record to date for the five and a half 
year period is 1179 ranges, 152 water 
heaters, 966 refrigerators, 428 wash- 
ers, 113 ironers and 428 cleaners. 
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BRUCE ANDRESS 
Wilkes-Barre, Pa. 


HEN Bruce W. Andress of the 

R. B. Wall Company, Wilkes- 
Barre, Pennsylvania, visited the ABC 
Factory at Peoria recently, sales ex- 
ecutives did not know until they had 
visited with him for some time that 
they were talking to one of the star 
ABC retail salesmen of all times. The 
reason why we say the star salesman 
of all times is because of Mr. Andress’ 
excellent record sustained over a long 
period of years. We often hear of 
salesmen who cut a wide swath for 
a certain duration of time and then 
they disappear. But when a salesman 
can perpetuate a record of not less 
than fifteen washers every month in 
the year—retail—year in and year out 
for a decade, one cannot help but 
wonder where he gets his sustained 
enthusiasm. 

Although Mr. Andress is employed 
by the distributor he is in every sense 
a retail salesman. His company di- 
rects the retail sales of washers and 
ironers for the Luzerne Gas & Elec- 
tric Co. at Kingston, Pa. For the 
last two years he has been in charge 
of the retail divisions. 

He joined the R. B. Wall Company, 
Wilkes-Barre, Pa., in 1926. And from 
the very start, he has sold at least 
fifteen washers every month. 

During the period from 1928 to 
1933, Mr. Andress averaged twenty 
washers and ironers a month and of 
the higher priced models too. He is 
now averaging eighteen washers and 
ironers a month. 

He is a firm believer that contacts 
stimulate sales, therefore, he endeavors 
to make as many contacts of prospects 
as is possible. He keeps a list of all 
ABC owners upon whom he calls 
back at regular intervals of from three 
to four weeks, each time securing a 
new list of prospects from them. Mr. 
Andress watches the newspaper for 
new residents in the city. Often he 
says that they have sold their old 
washing machine, if they had one 
before moving, and are quite often 
in the market for a new one. It is 
imperative, he says, not to lose any 
time in contacting new residents as 
some competitor may be doing the 
same thing, and as everyone knows, 
usually the first one on the scene has 
the better chance of selling. 
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HERE’S ANOTHER ENDORSEMENT OF 


great 1937 program! 


ORDERS FOR KELVINATOR REFRIGERATORS IN 1937 HAVE 
ALREADY SHATTERED ALL PREVIOUS RECORDS! 


C3 That's how the field organization feels about the 


great Kelvinator programs for 1937. 4 
THE FINEST LINE | Right down the line—distributors, dealers and 
salesmen—are more enthusiastic than they have ever | PROMOTION 

REFRIGERATORS  s-?"" before at the start of a selling season. They are en- 

OF thusiastic about the new product, the advertising, the ; 

TOR promotion, and the selling story. : te 

KELVINA And they voiced this enthusiasm with orders—orders : FLOOR TRAFFIC 

HAS EVER BUILT far in excess of those ever turned in, in previous years, 

following the announcement of a 

«KELVINATOR, Division of Nash-Kelvinator Corp., Derit 


THE LARGEST NATIONAL THE MOST CONVINCING 
ADVERTISING SELLING STORY EVER 
CMPAIGNIN PUT BEHIND. 


[93] will be the greatest in fot 
Kelvinator Dealers 
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An Interesting 


Utility And 
Newspaper Tie-Up 


One of the big displays at the Cincinnati Gas & Electric Company's window 


A CRACKERJACK tie-up of local 
newspaper and public utility promotion resulted just prior to the last 
Christmas season when the Cincinnati Times-Star issued a forty-page, 
rotogravure electrical supplement and the Cincinnati Gas & Electric 
Company devoted its Fourth Street bank of windows to the news- 
papers promotion and displays of the advertisers’ appliances. : oi 

The affair was promoted by Gene Zachman, secretary of the Cin- 
cinnati Electrical Club, in collaboration with the Times-Star. The 
power company’s part in the unusual promotion was under the direc- 
tion of Kenneth Magers, advertising manager of the utility, while 
the display features were conceived and arranged by Howard Wil- 
liams, president of Cooperative Displays, Inc., a Cincinnati company. 


Yo" 
one 


hy 


Griffith Distributing, Auto-Rad Supply and Boss Appliances shared this window 


, 
Someoge 
me 


Brown-Twenhofel exhibited Easy washers and Frigidaire Corp. showed refrigerators Premier Cleaners, Crosley, Arvin and RCA-Victor were included in this window 
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Schneider-Schott Co. showed Stewart-Warner and Farr Bros. washers hg 
Graybar, Fisher-Acschbach Co., Appliances, Inc., Schuster and Johnson showed radio 
‘owe 
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MODEL 9-A 
One of the all-white models 


When you see this new line of washers and _—_ throughout to SELL against any competition. 
ironers you will realize instantly that Kelvin- Don’t fail to see these new Kelvinator 
ator has not brought out “‘just another line’ products. They are being shown by the 
They are better from every standpoint— Kelvinator distributor in your territory. He 

Distinctive styling ... more efficient... will also tell you all about the big adver- 
and offering for the first time many ex- _ tising and promotional activities which will 


clusive new features. . . . Priced and built — be back of these products in 1937. 


Kelvinale WASHERS AND IRONERS 
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The boss himself — Mr. 

Dennis Benjamin. Evidence 

of the automobile business 
is present. 


= 


The Benjamin Auto Company, Albion, 


Mich., took on a line of major appli- 


ances in August, 1937, and found 


them 


age of negroes who aren’t in 

a position to buy any kind of 
an appliance, we have about 9,000 peo- 
ple here in Albion”, stated Dennis 
Benjamin, owner of the Benjamin 
Auto Co., Albion, Mich. 

That town, located in an agricul- 
tural area not far from Battle Creek, 
has become very much electric range- 
conscious since Dennis decided to 


| a large percent- 


take a fling at the electric specialty . 


business. 

Since 1927 the Benjamin Auto Co. 
has been a familiar name to ‘young 
and old in Albion. In that year Mr. 
Benjamin opened a Reo agency. Later 
he took over the Pontiac franchise 
and a couple of years ago he acquired 
a comfortable seat on the Oldsmobile 
bandwagon. 

Oldsmobiles have been selling satis- 
factorily, but he decided there was no 
reason why he couldn’t fill up those 
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more 


than cars 


profitable 


too numerous spare hours, at the same 
time earn enough additional money 
to cover part of the overhead. There- 
fore one day in August, 1935 he 
drove over to an appliance distributor 
in Jackson and said, “Mister, I want 
to try my luck at selling electrical 
gadgets, but I’m not going to tie-up 
much money.” 

The distributor had a liking for 
straight-talking gents and a week 
later the Benjamin Auto Co. was in 
the appliance business with a small, 
consigned stock of refrigerators and 
ranges. Dennis and his one salesman 
were able to dispose of them without 
much trouble or expense. 

“At this rate we’ll make enough to 
cover the rent and electric bills for 
sure,” thought Mr. Benjamin and 
bought several refrigerators, ranges 
and radios. In December of ’35, Ben 
Bristol of the Central Electric Supply 
Co., Battle Creek, told Mr. Benjamin 


and 


This display of the Benjamin Auto 
Company at the local Builder's Show, 
marked the company's real entrance 
into the electrical appliance field. 


A part of the impressive range dis- 
play at the Benjamin Auto Co. 


Appliances 


says Dennis Benjamin 


that he should handle the Hotpoint 
line of ranges and water heaters. Mr. 
Benjamin had no objections to that 
opinion and the arrangement was 
made. 

From then until the spring of 1936, 
the automobile firm did a fairly good 
appliance job, the resulting profits 
easily covered monthly expenses. 


And this truck, Mr. Ben- 

jamin says, is his best 

appliance advertising 
medium. 


APPLIANCES 


In April Dennis went into the ap- 
pliance game with feet aflyin’. He put 
in more complete lines of Thor and 
General Electric washers, General 
Electric radios and refrigerators, Hot- 
point ranges and water heaters. 

At that time the business men of 
Albion were staging their annual 
Builder’s Show. Mr. Benjamin signed 
up for a booth and when the week’s 
show began, the complete Benjamin 
appliance line was on display. Before 
opening day, the firm purchased a 
gleaming white appliance truck and 
this was parked in front of the show 
headquarters each night. “I figured 
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KELVINATOR PRODUCT WITH A KELVINATOR PROGRAM BEHIND 1 


9 
ns All authorities agree that during the next few — exclusive features that will instantly appeal 
eek’s years electric ranges will show the greatest to prospects. 
for sales increases in the entire appliance field. Here is a real opportunity for you. See 
and The country is ready for the electric range. these Kelvinator products now. The Kelvin- 
se And Kelvinator is ready with a line of ator distributor will be glad to show them to 
ranges which from every angle are out- —_ you and to give you all the details of the smash- 
standing. They are more beautiful.:. more ing advertising and promotional program 
efficient . . . more economical—with many — which will be placed behind them in 1937. 
= GET INTO THIS BUSINESS NOW WITH THE NEW AND BETTER 
ING 


ELECTRIC RANGES 
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IT’S THE 
FUNDAMENTALS THAT 


Showing Mrs. Simeon D. Phen- 
acid your newest superwidget 
for flattening eggs so they'll 
take less room in the ol’ AQ-49 
box is fun. 

But telling her the ice-cube 
trays are made of Aluminum 
is telling dollar-and-cents facts. 

You know why. 

Nature made Aluminum a 
superior conductor of heat. 

The faster the heat can be 
taken out of the water, the 
faster she gets cubes... and 
the cheaper. 

Cost of operation is the 
watchword. Making cubes 
makes the motor go. Making 
them in Trays of Alcoa Alumi- 
num MAKES THE MOTOR GO 
LESS. 

i.m.o.a. are the magic letters. 

ITS MADE OF ALUMINUM. 
\LUMINUM COMPANY OF AMERICA, 


2160 Gulf Building, Pittsburgh, Pa. 
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Appliances 
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it might be of some advertising value 
if I left it there at night,” said Dennis 
Benjamin. 

It turned out that the participation 
in the Builders Show and the pur- 
chase of the truck marked a sudden up- 
turn in the appliance volume of the 
Benjamin Auto Co. 

From then until the first of Novem- 
ber, the firm sold $12,000 worth of 
appliances. In that period, 28 refrig- 
erators, 10 water heaters and 4) 
ranges were delivered. The local 
utility, The Consumers Power Co., 
pays the dealers a bonus of $10.00 for 
each range sale, $15.00 for every 
water heater deal. It doesn’t require 
much playing with figures to deduct 
that these bonuses alone cover the 
rent, electric and heating bills of the 
Benjamin Auto Co. 

An even greater surprise to Mr. 
Benjamin is the fact that he has made 
more real profit from the appliance 
business this past summer than he did 
from selling automobiles. this 
line, trade-ins are his bugaboo. 

Since handling electric ranges, Mr. 
Benjamin has learned something about 
women. His discovery is that many 
of them either frighten easily or don’t 
accept new devices readily. After sell- 
ing a few ranges, he visited one of 
the buyers to see how she felt about 
her purchase. Much to his astonish- 
ment he was informed that the range 
hadn’t been used. 

The fair lady murmured, “Well you 
see, Mr. Benjamin, I have been using 
my coal stove for so long that I’m 
just used to it I guess. Besides that 
I might spoil a meal on the electric 
one. I don’t know how to use it.” 

He returned to the store, said to 
his bookkeeper, “Ardith, you'll have 
to teach these women how to use 
an electric range.” 

Miss Ardith Cleveland was willing 
and Mrs. Enola Odom, home econ- 
omist of the Central Electric Supply 
Co., gave her a thorough schooling on 
the use of the electric range. 

Today she divides her time between 
books and ranges. It is her job to 
follow every range delivery and ascer- 
tain that the housewife knows how 
to use the cooker. Some weeks later 
she returns to find how the stove is 
working, also to get the names of any 
new prospects. 

The firm practises no unusual sales 
methods, but Mr. Benjamin comes 
forth with a sales stunt occasionally. 
For example, just before Thanksgiv- 
ing, the Benjamin Auto Co. announced 
a 15 pound turkey would go with every 
range. What’s more, Miss Cleveland 
was on the job to show buyers how 
to roast the turkey in the fanciest 
fashion. 

Mr. Benjamin and his selling part- 
ner have been located in Albion many 
years, so know practically everyone in 
town and are able to spot those people 
who can afford a major appliance 
One “institution” that has been suc- 
cessful in getting range prospects is 
a cooking school held every 60 days. 


FEBRUARY, 1937—ELECTRICAL MERCHANDISING 


x 4 
a 
| | 
| 
| 
| 
| | | 
Don't forget the lessons taught — 
by X. Tracted Calorie. He will 
| 


ally. 
giv- 
nced 
very 
land 
how 
ciest 


part- 
1e in 


ELECTRICAL MERCHANDISING—FEBRUARY, 1937 


PAGE 41 


) : 2 
| / \ 
Ay 
lis ¢ 

cient, it must be a well controlled means 
veen usual design is really beside the point. That it produced 

NG 


EIGHT YEARS AGO 


@ The Kol-Master Stoker has been constantly developed 
during these eight years. From a single crude model it has 
grown to a complete line, with maximum rated capacities 
ranging from 30 to 1200 pounds per hour. There are 
twenty-two standard models in all. Each is a complete 
stoker, accomplishing—with standard controls—feats of 
control and economy that can be accomplished by no 
other stoker. 

Kol-Master is not a cheap stoker. In fact, it is priced 
well up toward the top; but it has proved. . . not only in 


run-of-mine installations but on the “impossible’’ jobs 
. . . that the best costs less in the long run. 


Kol-Master’s first stoker—crude in ap- 
pearance, but setting a new pace in 
stoker design and efficiency—was in- 
stalled in a hotel in downstate Illinois. 
It is, even now, an efficient stoker. It 
has operated without trouble and with- 


out repair expense. 


4. Reasons Why 


Kol-Master costs less to use 


COAL FEED... 


A “Reverse Flight’ Screw 
Feed that prevents “‘bank- 
ing” of at back of retort 
and maintains an even fuel 
bed that is ideal for perfect 
combustion. 


PERFECT CONTROL... 


The “Dial-Set” control that 
governs rate of coal stoking 
according to burning rate. 
No holes in the fuel bed. No 
excess fuel. 


LOWER POWER COSTS 
¥ The Kol-Master domestic 

stoker is the only stoker with 

2 motors. A small one, runs 

the fan . . . a larger one, that 

7 ° drives the coal feed mech- 


io anism, operates only when 
() - coal is being fed to the fire. 


LESS MAINTENANCE... 


Kol-Master is one of the 
simplest stokers on the mar- 


ket and itis, by far, the sturdi- 

est. Maintenance costs are 

y held at a minimum by this 

construction that’s always 
better than “‘good-enough.’’ 


Kol-Master Corporation 


Oregon, Illinois 
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Night Cooking 
Class Reaches 
Workers 


HERE is many a working man 
) pe many a woman, too, who 
is occupied through all the regu- 
lar business hours and who never- 
theless might well be a prospect for an 
electric range. In order to reach this 
group of prospects, the Granite Mart 
of Salt Lake City recently staged an 
evening class in electric cooking. 
Salesmen and their wives were invited 
to the meeting, which however was 
primarily held for prospect couples. 
The demonstrator, who was one of the 
young women from the Home Service 
Department of the Utah Power and 
Light Company, had prepared much of 
the food in advance—other articles 
were in the course of preparation at 
the time the class assembled at 7:30. 
Later the roast, cake and other special 
items were raffled off to the company, 
with the understanding that the food 
would be called for the next day. Sales 
from this one demonstration amounted 
to seven ranges and six refrigerators. 
Other evening meetings for prospects 
have been held since that time, with 
highly satisfactory results. Attend- 
ance averages about thirty persons. 

So much interest has been shown in 
these gatherings, indeed, that the 
Granite Mart now keeps open regu- 
larly each evening, with the result 
that many people have dropped in to 
ask questions who were not free dur- 
ing the day to come to the store. On 
one occasion, for instance, a couple 
approached the door at about 9:40, 
after regular closing time. Ralph 
Beaver, manager of the store, was 
still at work following a meeting of 
salesmen and the lights were still on. 
When he admitted the customers, they 
reported that both man and woman 
were workers, the man being tied up 
from eight in the morning to six at 
night. This was the first store they 
had ever found open at a time conven- 
ient to them. By 11:45 that same 
evening, they had purchased a $169 
range and a $200 refrigerator. 


Furniture Company 
Installs Hostess 


HE Baum Furniture Company of 

Los Angeles has recently installed 
a home economist whose duty it is to 
act as hostess to the customers inter- 
ested in electric cookery. As a good 
hostess she shows them about her 
“home” and answers questions when 
asked. Mr. Baum invites small groups 
of those whose interest has shown 
them to be possible prospects to visit 
the model kitchen where Miss McIn- 
tyre, as hostess, takes them in charge. 
This has developed into a most success- 
ful series of small cooking schools. 
Miss McIntyre cooks a complete meal 
on the surface units and in the oven 
and while it is underway, explains the 
special features of electric cookery and 
of the Marion range, which is the one 
which the Baum Company handles. 
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| THE DIEHL 
-RIBBONAIRE | JUNIOR LINE 


complete departure 
from conventional fan | 
design. Safe, silent. No | 
draft. A.C., 110 volts, 

60 cycles only, 


CIRCULATOR 
and counter-wal 


Be certain to get your full share of 1937 fan business. You can do it with this year's 
line of Diehl Fans . . . not only the models pictured above . . . the line includes: The 
Ribbonaire; ‘Junior'' Models in 8-in. Non-Oscillating, 9 and |2-in. Oscillating; Standard 
Models in 10, 12 and 16-in. Oscillating, 10 and |2-in. Non-Oscillating; 10, 12 and 16-in. 
Quiet Oscillating Fans; Air Circulators in 20 to 30-in. sizes; 36 and 52-in. Ceiling Fans; 
Home Ventilating Fans, 9 and 10-in., in adjustable panel and wall cabinet models; 9, 12 
and |6-in. Ventilating Fans . . . all illustrated and described fully in Diehl Fan Catalog 
No. 48, just off the press. Write for your copy to Diehl Manufacturing Company, Elec- 


trical Division of The Singer Manufacturing Company, Elizabethport, New Jersey. 
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DIEHL QUIET | DIEHL 
be piel — vanced standards of 4 TY \ 
\ "quietness in operation. KN) 
\ SS 10, 12 and 16.inch. mountings. 
| 
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PRODUCT . . . Here’s the refrigerator sensation of 1937! New modernly 
styled cabinets . . . new stainless steel Super-Freezer . . . new full-width sliding 
shelves ... mew Thrift-ometer . . . new advanced features of economy and 
convenience. A complete line—not a gap in it! Eighteen models—all powered 
with the trouble-free, vacuum-sealed General Electric Thrift Unit that uses 
less current and will last longer. 


PRICE... The new General Electric Triple-Thrift Refrigerators are priced 
lower! A new schedule of prices and discounts that meets competition 
in every market. ..and at a profit! 


PROMOTION ... . Supported by the most extensive advertising program 
ever released by G-E, including national magazines and billboards, newspapers 
and radio, dealer identification and window displays, movies and sales literature. 


4 4 4 


General Electric manufactures the ONE complete line of electrical home appliances — 
everything from an electric clock to a complete electric kitchen or laundry. Each product 
| benefits from the cumulative advertising of the others. Each bears the famed @ monogram. 
: ss The sale of one leads to the sale of another and another. Cash in on the complete line 
} and the greatly increased opportunities for 1937. Wire or write for details today. General 
Electric Co., Appliance and Merchandise Dept., Section DE2, Nela Park, Cleveland, Ohio. 


THE ONE COMPLETE LINE OF ELECTRICAL HOME APPLIANCES = 
Bigger Volume! Bigger Profits! 


WATER COOLERS, BEVERAGE COOLERS, MILK COOLERS AND COMMERCIAL REFRIGERATION EQUIPMENT FOR EVERY PURPOSE 
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OVER 2 MILLION DOLLA DOLLARS IN SALES IN 1936... AND STILL LEADING! [| ° 


OUR CUSTOMERS definitely prefer NESCO! 

Sales records prove it! First to manufacture 
an electric roaster, NESCO has led the field with 
the greatest volume of sales every year. 1937 will 
be no exception! With the greatest advertising 
program in its history, sound films to augment 
your selling efforts, generous dealer helps to 
bolster your merchandising plans — NESCO will 
prove a profit leader for you in 1937. Buy what 
your customers are asking for! Get complete 
details regarding our ability to help you make 
NESCO SALES. Study the 10 salient features at 
the right. Go NESCO in 1937! 


ENAMELED WARE JAPANNED WARE TIN WARE 
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GALVANIZED WARE 


10 POINT 
PROGRAM Son tor ves 


NEW NESCO STEAM COOKER 
Increases Roastmaster meal-capacity to 


OF IMPROVEMENTS 


oO Insulated Stainless Steel Covers 
@ Patented “One-Lift” Pan Set 
© Stainless Steel Pan Set Covers 
4) Steam Cookers for all models 
5) Smokeless, Spatterless Broiler 
© New Signal Light Heat Control 


@ Bake Rack and Cooky Tin 


© Higher Wattage for 1937 models 


More Efficient Insulation 


etables in Steam Cooker. 


NEW NESCO ELECTRIC CASSEROLE 
A popular seller in new design. Will in- 
troduce your customers to the pleasures 
of electrically prepared foods. Auxiliary 


(D Each Model Serial Numbered Steam Cooker also available. 


NATIONAL ENAMELING AND STAMPING COMPANY 


Executive Office: 270 N. TWELFTH STREET, MILWAUKEE, WISCONSIN 
Factories and Branches: Milwaukee — Chicago — New York — Baltimore — Philadelphia — Granite City, Ill. — San Francisco 


FEBRUARY, 


ELECTRICAL APPLIANCES KEROSENE RANGES AND HEATERS 
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cism when I say that the consumer has 
got entirely too fair a price break. The 
one to be thought of in 1937, is the 
salesman, and the continuance of a 
justifiable reward for him. If you 
think you can slice your price to at- 
tract the consumer at the expense of a 
real incentive to your selling organi- 
zation, you are loco! Here’s a letter 
from a Philadelphia salesman who tells 
of going with a dealer at 12 per cent 
commission and, by hard work, earn- 
ing better than $6,500 last year. So 
this year, because the merchant got 
envious at what he was making, he 
cut the commission to eight per cent 
and the salesman writes whether he 
ought to quit. Certainly! Otherwise, 
by stretching himself to the ultimate 
to earn the same amount this year, he 
would find himself with an even lower 
break, next. All that merchant is try- 
ing to do is to benefit from the sales- 
man’s industry and is putting in a 
sweet “step-up” system that is terribly 
unfair. So the solution of hiring 
salesmen starts, among other things, 
in a fair-minded merchant willingness 
to let the salesman profit. Without 
such an attitude, he can never hire or 
maintain a selling organization. 
Last of the general resistances to 
the enlistment of an adequate selling 
organization is that too few merchants 
really muster the proof that they are 
in fact offering a real employment 
opportunity. Not alone does the mer- 
chant sell merchandise to the con- 
sumer; he sells an opportunity to the 
sales organization and he must con- 
tinually be at work gathering new 
points and proof to keep them sold. 
One of the best arrangements I 
have seen is a scrap book which a 
Newark merchant keeps for each 
salesman on his staff, and he has 14 
of them. Each scrap book shows a 
picture of the salesman, his family, his 
home, the electrical equipment in his 
home, his previous connections and 
earning power, photostats of earning 
checks paid him since being with the 
merchant, a letter from the salesman 
of how much he values his job and 
the pleasant working arrangement he 
enjoys. From these individual scrap 
books, a master presentation book has 
been built up which shows average 
earnings of all, sales training and 
supervision methods, salient plus val- 
ues of the merchandise, the merchant 
method of inducting and supporting 
men in their sales making activities, a 
clear cut explanation of individual 
sales procedure. In other words, this 
merchant has assembled a visual pres- 
entation of the selling opportunity 
which is even more pretentious than 
any product presentation portfolio he 
has. His record is one of having to 
refuse certain applicants rather than 
one of having to impress them. It 
cost him about $150 to assemble all 
this material, but it has saved him 
at least $1,050 in the last two years. 
Why? Because, as near as can be 
estimated, it costs $15 to get a sales 
Prospect in to talk to, and it costs at 
least $85 to sell him and induct him 
into your organization. Without such 
proof, the ratio of those who sign up 
and perform drops to at least one of 
each 30 and the number who stay and 
prove out is about one of each eight. 
The answer to the problem of hir- 
ing salesmen is, therefore, one of get- 
ting organized to appeal to them 


Man Power 


properly through believing in the prop- 
osition you are offering, being willing 
to establish a reasonable earning op- 
portunity and, last of all, providing 
proof from the case histories of those 
working with you that what you say 
is genuine. With that out of the way, 
the problem of finding men to present 
your opportunity to is but a trivial 
consideration. 

I believe that any appliance mer- 
chant should enlist a sales staff from 
those who have not previously sold ap- 
pliances but who are accustomed to 
meeting the public. One of the greatest 
essentials to selling success is belief in 
the product ; an emotional and fanatical 
belief that, once in a salesman’s blood, 
is hard to get out. He may quit from 
such a representation but he cannot 
destroy his faith in the product. He 
finds it hard to develop the same en- 
thusiasm for any other. He becomes a 
poorer performer for any new mer- 
chant handling another line. Without 
that incentive, a salesman is really in 
the business to clean up surreptitiously 
and will probably turn out to be a 
drawing account artist who will de- 
liver nothing and demand much. There 
are, of course, exceptions to all rules. 
But as a general principle try to in- 
terest those who have a great human 
tone, who haven't previously sold, 
who respond to the angle of the social 
contribution they make, who recognize 
that profits come in relation to serv- 
ice rendered, who are emotionally 
toned te want to help the enrichment 
of home life, and who attack the sell- 
ing problem with a certain religious 
zeal. 

I know that among two of the 
greatest selling organizations of the 
country, those that have been most pro- 
ductive after recruiting are farmers, 
street car conductors, delivery boys 
and such, who love people, have been 
accustomed to meeting the public and 
are aspirant to greater earnings. 


CONTINUED FROM PAGE 3 


Such sales prospects as these can 
be reached through classified columns 
of newspapers, through enlisting the 
interest of present owners and through 
the constant habit of the merchant to 
talk with everyone he meets concern- 
ing the fact that he is hunting for 
men for a good income job. After all, 
as I have previously inferred, selling 
a salesman is a great deal the same as 
selling a product; all you need do is 
to talk to everyone you meet about 
the merits of what you have to offer. 

In the large metropolitan centers, 
the appliance distributor should take 
over much of the manpower enlist- 
ment job. There is no real reason 
why he cannot assemble a strong op- 
portunity argument, run classified ad- 
vertising, make original approaches to 
attracted sales prospects, give them 
an initial training and assign them 
to merchants. This is necessary, be- 
cause it is harder to isolate such 
prospects from the individual merchant 
standpoint and the use of classified 
advertising may arouse more interest 
than he can digest. Naturally, assum- 
ing this function for 50 or more deal- 
ers, a distributor should be able to do 
it more economically, effectively and 
impressively. I look for much more 
of such centralized enlistment early 
this year and were I an appliance 
merchant, I would pressure my dis- 
tributor to help me in this way. After 
all, a distributor doesn’t sell a product 
but rather a proposition for the mer- 
chandising of that product at a profit 
for the merchant. So manpower is as 
definite a distributor consideration as 
is the merchandise itself. 

No merchant should overlook the 
opportunity of turning his service staff 
into a real sales organization. Further, 
he can interest meter readers, grocery 
delivery boys and many other classes 
who have access to the home in part 
time selling or, at least, in being good 
bird dogs in ferreting out prospects 


Talk about your outpost dealers! Here's M. A. Stone, right, of Stoneville, Mont., 
the population of which consists of the Stone family. The nearest settlement is 
Ridgeway, 40 miles from the nearest railway. But ranchers found it hard to get 
pick-up service from the local laundry so Mr. Stone sold ‘em seven Speed Queen 
washers, gasoline-motored. On the left is Jim Matthews, Speed Queen repre- 


sentative. 
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which the regular sales staff can ap- 
proach and close. 

Finally, let me suggest the one sure 
class that can be most interested, and 
that are best able to perform—men 
over fifty years old, of which there are 
plenty idle in each town, hunting for 
some employment because they believe 
that no one wants them. They make 
the best appliance salesmen. They 
are content with less income opportun- 
ity. They are most loyal, most thor- 
ough, most patient, most appreciative. 
They perform. 

We don’t need new ideas so much 
as we need a fuller application of the 
old idea. After all, any sales sugges- 
tion is new so long as it hasn’t been 
used. In 1935, I wrote an article 
on “Hiring salesmen” in which there 
was suggested the thought of hiring 
men over 50 years of age. There 
were about 50 merchants in the coun- 
try who tried it out, as far as proof 
from correspondence returning to me 
is concerned. Without exception, they 
reported success. There is Altmeir of 
Minnesota who, applying the sugges- 
tions of that article, mustered such a 
selling organization of 11 men who 
have been with him ever since and 
through whom he has become the 
leading appliance merchant in his city. 
There was Dardnelli of New York 
State who enlisted eight men over 50 
and they did a comparable job. There 
was Sam Brown of Florida who ap- 
plied the same technique and caught 
nine men who have performed excep- 
tionally. So I could go on. 

Analyzing the average results from 
these who put that idea to work, I find 
that sales organizations of men over 
50 years old average a 26 per cent 
better monthly earning than the na- 
tional average. They make less con- 
tacts each day, but get a higher ratio 
of prospects to calls and a much 
higher average of closures to pros- 
pects. They get in, get heard and 
persuade more frequently. From the 
standpoint of classified advertising ap- 
pealing to them, the merchant can 
expect about twice the response as 
in a general offer of a job. Try it 
out ... see for yourself. 

Summing up: Get yourself a better 
m.p. rating in 1937 because that’s the 
only way you can expect to “see more 
people,” a vital essential in selling 
more in this tougher year. You ought 
to have at least seven men on your 
sales staff, all of whom should be as 
eager to sell outside as inside your 
store. Any more than that will re- 
quire, for each seven squad, the en- 
listment of a supervisor. To hire 
them, get yourself organized to be- 
lieve in the great job you are offering 
them, condition your mind to be will- 
ing to let them earn a real commission, 
fortify yourself with all of the proof 
necessary to sell them on the bigness 
of the opportunity you offer. Be care- 
ful about hiring anyone who has had 
previous appliance selling experience. 
Turn your service staff and outside 
organizations of meter readers and 
delivery boys into part time selling. 
But, and I wish I could triple under- 
score this, build a staff of salesmen 
over 50 years of age. I'll write next 
month, out of the experience of my 
country-wide contacts. on how to se- 
lect, induct and initially train them. 
Get your M.P. rating right away. 
You need it in 1937. 
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MR. and MRS. HALLE 


ROM the very moment of 
founding the Majestic Electric 
Company in Colorado Springs, 


the Halles have emphasized selling 
from the kitchen. They started, in 
fact, before they had a kitchen to sell 
from. For the new enterprise opened 
with a certain handicap—on the very 
day of 1929, in fact, when the market 
crashed, taking with it the reserve 
funds which were to have provided 
the balance wheel of an adequate fi- 
nancial backing. What was left to 
them was the years of experience with 
an Eastern manufacturer which both 
Simon Halle and his wife had enjoyed 
—and a new store in a new field, as 
yet apparently not deeply inocculated 
with the electrical idea. 
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Mrs. Halle’s experience had been 
in the demonstrating department and 
she started out naturally enough to 
teach the housewives of Colorado 
Springs how to use an electric range, 
feeling sure that the selling of electric 
ranges would follow as a consequence. 
The new store had no model kitchen, 
but the front of the basement was 
cleared out, portable chairs brought 
in and a range connected up. It 
served excellently as a place for 
demonstrating and Mrs. Halle pro- 
ceeded to use it as if it were her 
own home. Groups of possible pros- 
pects were invited in for lessons on 
Wednesday afternoons. It came to 
be quite the fashion for housewives 
to entertain at lunch and then bring 


7 


View of the Halles’ demonstration kitchen 


By 


Clotilde Grunsky 


their friends down to the cooking 
school for an afternoon’s instruction. 
Classes ranged in size up to 40. Some- 
times the basement room would be 
loaned to a church organization or 
the American Legion for a card 
party, with refreshments served by 
the store and a talk from Mrs. Halle 
as part of the program. 

These meetings bore fruit in the 
sale of ranges and related appliances, 
but with competition of other dealers 
and with the sponsoring of natural 
gas by the municipal utility, the 
Halles began to feel that this in- 
tensive pioneering work was too 
much of a burden. The regular 
classes were given up, but their ef- 
fect is still felt. The original group 
have grown into friends of a long 
standing and are still coming back 
to the store. Just the other day one 
of the first prospects came into the 
store and bought an electric range, 
some seven years after the first seeds 
of interest had been planted. The 
lower room is now used as a radio 
display room. But the model kitchen 


The Halles of Colorado Springs use 
their own model electric kitchen as 
a demonstration and sales center 


idea was not given up—it 
found its way upstairs. 

What happened was that the up- 
stairs store proved that it needed a 
kitchen display. The early store ar- 
rangement had provided for a repair 
department in the rear, closed off by a 
partition. But Mr. Halle noticed that 
the door to this workshop had a way 
of standing open and that customers, 
who were apt to face in this direc- 
tion, away from the light, while 
a sales talk was going on, had their 
attention distracted by what they saw. 

The Halles proceeded to put the 
repairs in the back of the basement, 
and to make the rear department tell 
a story all its own. They installed the 
most attractive kitchen they could de- 
vise—a room of warm colorings, de- 
veloped about a theme of hand made 
furniture and woodwork supplied by 
a local genius. The quaint chairs and 
cabinets in naturally finished wood, 
with bright curtains and interesting 
accessories delight every woman who 
sees them, in addition to the electrical 


(Please turn to page 50) 
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What 1937 Refrigerator arry an authorita- 
tive “Seal of Approval” to assUte purchasers of 
faster freezing, uniform shelf temperature, food 


and prevenfs contamination due to odor 


absorption? 


What 1 ig@rator will off 
ice-cube capacity of 16 pounds of i 
even in lowest-priced models? 


a doubled 
(168 cubes) 


What 1937 Refrigerator has the new 
Econo-Phase Vacuum Freezing Unit to increase 
its efficiency economy and overload capacity? 


What 1937 Refrigerator will have handy shelves 


that can be lifted out for easy leaning, and for 
use as trays? 


Wat 1937. Refrigerator will establish new 
style in deluxe cabinet design with one piece 
cabinet and Duo-Seal doors? 


(PLEASE TURN TO PAGE 63) 
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odor prevention and greater ice-cUbe capacity? 
What 193% Refrigerator scientifically elimi- a 
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OUT FRONT! 


FOR 1937 


No. 1660 
16” A.C. Ose. 


Two quiet type fan lines im- 
proved mechanically and elec- 


trically—more salable; 


bigger 
The “Cool 


Spot” line offers a new measure 


values than ever. 


of quality at lower prices. You 
won’t experiment if you sell 
Signal Fans. They are known, 


tried, proven, and accepted— 


and backed by a well-rated man- 
ufacturer. Complete informa- 
tion, prices, and discounts upon 


request. 


SIGNAL ELECTRIC MFG. CO., Menominee, Mich. 


Offices in all principal cities. 


Selling From the Kitchen 


convenience and labor saving qualities 
of the installation. 

Here Mrs. Halle keeps materials 
at hand in the refrigerator and in the 
convenient cupboards for carrying out 
the ordinary kitchen operations. She 
can beat up a cake, brew a cup of 
chocolate, or make a batch of rolls 
at a moment’s notice. In the sum- 
mer she usually keeps ice cream in 
the refrigerator, ready for sampling. 

The design of this home workshop 
is so unusual and attractive that 
practically every woman who enters 
the store, however trivial her errand, 
moves unconsciously toward the lode- 
stone in the rear. Range, refriger- 
ator, electric mixer, dishwasher be- 
come natural topics of conversation, 
which readily swings over into a 
sales talk. Sometimes a sale is made 
on the spot. More frequently a pros- 
pect can be written down for later 
follow-up. 

The kitchen has a number of unique 
features. Mrs. Halle found that the 
colorful flat bottomed utensils which 
she had gradually collected through 
her years of demonstrating as the 
most satisfactory for use with an 
electric range were objects of great 
interest to her listeners. “Where did 
you get this?” “Can I get some like 
them?” were questions that occurred 
so frequently that she determined to 
have nothing on display in the kitchen 
which was not for sale. Now, in- 
stead of replying “Oh, I picked them 
up in Utica,” she can suggest how 
these desirable utensils may be ob- 
tained. On many occasions it has 
proven good policy to offer them as 
rewards for the turning in of pros- 
pects to whom a sale is later made. 
The Halle’s do not believe in cash 
commissions to customers, feeling that 
they are apt to lead to bad feeling 
and dissatisfaction, but a woman will 
frequently work hard and effectively 
for a reward in the form of some- 
thing she desires. 


CONTINUED FROM PAGE 48 


One of the unusual and attractive 
features of the kitchen is a child’s 
chair in the hand turned furniture 
pattern. Every merchant knows the 
difficulty of talking to the prospective 
customer who is accompanied by a 
small child. The youngster, left to 
stand on first one foot and then the 
other, naturally begins to tire and 
makes excuses to attract mama’s at- 
tention. The little chair in the Halle 
store delights the child at once and 
gives him an occupation while the 
sales talk proceeds. Not infrequently 
a young hopeful has refused to part 
with the piece of furniture at the 
close of the interview. Which has 
led Mrs. Halle to provide chairs on 
order as part of her stock. 

One of the attractions of the kit- 
chen to women is the fact that it 
looks like a room on which some in- 
dividual woman has impressed her 
own personality. Mrs. Halle has 
searched out colorful and curious 
bowls and dishes which fit into the 
surroundings and make attractive the 
little shelves near the sink. There is 
one quaint brass teapot here which is 
not for sale, for it was left the kitchen 
by a woman who, dying, could think 
of no place where a cherished keep- 
sake would rest in more fitting sur- 
roundings. 

In the meantime the Halle’s have 
acquired another model kitchen—in 
their own home. This has proved al- 
most as good a sales headquarters as 
the kitchen in the store. Mrs. Halle 
has designed a model workshop, at- 
tractive in monel metal and red in- 
laid linoleum, with gay curtains and 
a long tassel of red peppers in the 
corner. Here are not only the major 
electrical appliances, but all sorts of 
special conveniences—a drawer into 
which a bread box just fits, making a 
bin safe against mice, a narrow cup- 
board built into the six-inch space 
between refrigerator and wall, espe- 
cially designed for spices. The legs 


ture craps.” 


"He's putting raisins in the ice cubes—says he's going to manufac- 
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have been removed from the electric 
stove and drawers built in; the orig- 
inal legs, incidentally, providing sup- 
port for a kitchen stool of convenient 
height. 

it has become natural for Mr. 
Halle to bring interested customers 
home to see the kitchen. Or Mrs. 
Halle, knowing that friends are inter- 
ested in some of the kitchen equip- 
ment, invites them to dinner. Even 
the colored man who does garden 
work spreads the gospel by telling 
all his other clients about the marvels 
of the kitchen in the Halle home. 

Just how important this home kit- 
chen is to the store was proven not 
long ago when a bonus payment was 
invested in an electric dishwasher. 
The Halle’s had not sold dishwashers 
before, although they had one in the 
kitchen in the store, but once the 
equipment was in their own kitchen, 
it simply sold itself. In the first few 
weeks after they got it, they sold 
sixteen dishwashers. One of them 
went to the refreshment house on the 
top of Pike’s Peak. What happened 
was that the Halle’s began to dis- 
cover arguments from their own ex- 
perience. Mrs. Halle washed an en- 
tire cupboard of fine china and glass- 
ware in a half hour’s time—a task 
which ordinarily would have taken 
an entire morning. She discovered 
what a saving for the hands it was 
to keep them out of dishwater, even 
if the dishes were few. They waxed 
enthusiastic themselves, and their en- 
thusiasm sold the dishwashers. 

Boarding houses, restaurants and 
private homes have provided an ex- 
cellent field for sales. The saving 
of dishes and the question of sanita- 
tion are convincing arguments in all 
commercial establishments. A_ city 
which is a health and tourist resort 
may at any time be faced wiih a 
compulsory sterilization law, in which 
case the mechanical dishwasher will 
provide easy protection. One sale 
leads to another. A bachelor board- 
ing house put in an electric dish- 
washer the other day, since then six 
have been sold from it. The Pike’s 
Peak installation was made partially 
on the argument of the economy of 
water, which is scarce at 14,000 ft. 

Perhaps the distinguishing feature 
about the Halle’s kitchens is the fact 
that they are not merely stage set- 
tings of porcelain and monel metal, 
but are personal rooms, giving the 
effect of individual taste and actual 
use. Their value is educational. Any 
housewife who visits them, it may be 
assumed, will want to have one like 
them—or, at least, will set about in- 
stalling one or two of the features 
in her own home. Many is the cus- 
tomer who has come into the Majestic 
store for a small purchase, has been 
attracted by the kitchen and has gone 
away with her first idea about beauti- 
fying and improving the workshop 
of her own home. Which, eventually, 
of course, will lead to the purchase 
of electric refrigerator, range, water 
heater, dishwasher, mixer. 

But the educational value of the 
kitchens does not stop with the cus- 
tomers—it affects the Halle’s them- 
selves, The kitchens not only look 
is if they had been used—they are 
ised. 


Wi ‘Porcelain enamel, Madam, is a mineral sub- 
stance—not a vegetable compound like paint, 
lacquer, so-called ‘baked’ finishes, etc. You 
could no more buy porcelain enamel in a can 
than you could buy liquid glass in a can. 

“Really—that’s what porcelain enamel is: a 
kind of glass. It is mineral through and through, 
color pigments and all. And it is fired on its 
supporting metal in heat as high as 1550 or 
1600 degrees F. - -- So hot that while it is being 
fired the porcelain enamel melts like molten lava. 

“Because it is mineral, fired in this way, 
porcelain enamel gives you the hardness and 
sanitation of glass combined with the strength 
of steel. Its delicate lustre will never dull; its 
colors never fade. Ordinary household usage 
will never scratch or mar it. 

“Porcelain enamel is the lifetime finish—the 
one truly satisfactory 
finish. That’s why we 
 DORCELAIN «always recommend it.” 


EDUCATIONAL BUREAU 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue 
Chicago 


PORCELAIN ENAMEL 
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Fire... 
Address. 


PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue, Chicago 


Send mea copy of your FREE book: “Sales Manual for Porcelain Enamel.” 
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eft to right—Neil Bauer, Asst. Sales Mgr.; Thomas W. Left to right—H. F. Clayton, Crosley District Mgr.; C. H. Left to right—Charles Bowers and Henry Roth, Ott- 
lerger, Gen. Sales Mgr. and Powel Crosley, Ill, Vice Green, Hymen Reader and Ben French, Reader's Whole- Heiskell Co., Wheeling, W. Va.; Harold Goldstein and 
res., Crosley Radio Corp., reflect the delight of all who sale Distributors, Houston, Tex. Harry M. Sadler, Anchor Lite Appliance Co., Pittsburgh. 
tended the biggest convention in Crosley history. 


t to right—Herbert Heib, Pres. Hieb Distributing Co., Sittin’ Pretty—Luther E. Reid, American Electric Co., St. Left to right—Presidents meet: Powel Crosley, Jr., Pres. 
s Moines, la.; L. C. Wheeler, Hardware Products Co., Joseph, Mo., and Kansas City, oldest Crosley distributor, Crosley Radio Corporation, and C. D. Russell, Pres. Asso- 
rling, Ill; Fred Johnston, chief engineer, and J. How- was escorted to his chair by Wanda and LaVerne Miller, ciated Wholesale Electric Co., Los Angeles. 

Souther, district mgr., Crosley Radio Corp. convention usherettes. 


With Crosley at Cincinnati 


1937. Conventions 


With Grunow.at Chicago 


William C. Grunow, president, General Household Utili- Todd Reed, advertising manager of General Household Left to right: "Bill" Wilson of Watson Wilson Co., Los 
ties, has lunch with Morton Downey, radio star and Walter Utilities, presented the story of the 1937 refrigeration Angeles; James Davin, sales promotion manager, Grunow; 
Eckhardt, general sales manager of General Household line and the plans of the company for advertising. and Mr. McClellan also of Watson Wilson Co. 
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Coin Meters operate elec- 
trical appliances for fixed 
Periods of time when coins 
are inserted. Widely used 
on washing machines in 
apartment houses. Note— 
This washer also shows 
MARK-TIME washer 
switeh. 


Kitchen Appliance Timer 
—Two convenience outlets, 


any period of time. it 
controls washers, toasters, 
percolators and similar ap- 
Dliances. Defrosts. 


Toaster and Percolator 
Bell Signals—Many manu- 
facturers of table appli- 
ances equip their products 
with MARK - TIME bell 
Signals to signal auto- 
matically when current 
should be cut off. 


MARK-TIM 


Mark-Time Products are covered by more than 20 issued patents. Patents pending. 
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Ventilating Fan Switeh— 
An installed built in Mark- 
Time switch, easily and 
quickly adjustable to ‘‘oft"’ 
or at required inter- 
vals. Fully automatic. 
Avoids necessity for re- 
membering to turn fan on 
or off. 


ELLER td. 
poration inform 


ot Listed. 


Garage and Porch Switch 
—Holds light after switch 
has been turned off per- 
mitting safe passage from 
house to garage or return. 
The tight automatically 
goes out at the end of re. 
quired number of minutes. 


House Hold Switch — To 
hold household lights until 
occupant of rooms has for definite periods 


Passed on into next room 


usual household switch ex- 
cept that the light stays 
on for a minute. 


MARK-TIME 


Current Cut-off 
Switch 


Another Mark-Time specialty with 
all the advantages of the Clock 
Watcher and differing from it only 
in that it cuts-off the current in- 
stead of sounding the musical 
chime. Set the pointer on the dial 
for whatever time you wish up to 
five hours and then forget the 
appliance. Mark-Time never for- 
gets. It will cut off the current 
automatically at the proper time. 


A particularly popular use of the 
Mark-Time Switch is for electric 
roasters of the “fireless cooker” 
type. It permits a user to start the 
cooking process automatically up 
to five hours away. Or to turn off 
the current automatically at any 
time within five hours. It makes 
every electric roaster an automatic 
range. 


Sell the Mark-Time Switch with 
every roaster you sell and get an 
extra profit. 


ASK YOUR JOBBER FOR FULL 
INFORMATION AND PRICES 


Mark-Time Switches may be obtained in any 
timing-period from 60 seconds to five hours 
-..-and are used on: 


Percolators Ironing Machines 
Toasters Ventilating Fans 
Sun Lamps Waffle Iron 
Curling Iron Ege Boiler 

Fan Mixers 

Flat Tron Casserole 
Washers Defrosting 


Bath Heater Bedside Lamp 
Radios Air Conditioning 
Oil Burners Thermostat Control 


Ventilator Exhaust Fan 
Battery Charges Pilot Light 
Dishwashers Roasters 

Grills Heat Regulators 


Heating Pads Hot Water Heater 


Every time you sell one of these, 
sell a Mark-Time Switch. They 
build greater customer satisfaction 
and extra profits for you. 


retired. Works like 


of current. 
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Warehouse and Stock 
Room Controls—Hold light 


minutes enabling with- 
drawal of stock from 
shelves, then automatically 
turns off, preventing waste 
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Clock Watcher. Select the next person who ment, 4 pleasing clear: resonant musical 
} comes through your doors: There, chime sounds. Literally pundreds of uses | ‘ 
prospect for Clock Watcher: That's why all parts of the house: times cooking and 
dealers like this handsome> useful, jnex- paking- It calls attention 10 jousehold | 
, pensive specialty: Everybody needs it: duties such as time tO start junch; time for ; 
everybody likes it; anybody can afford it- baby feeding: time make telephone 
Fither alone oF in condiment set combina call. It perform® so many real services every 
tion, and in one of several styles: the Clock owner of a Clock Watcher is a pooster- a 
Watcher is placed anywhere yn the home- Set 
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Offices principal cities. ation 
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What Price Traffic 


Merchants everywhere realize the value of store 
traffic, but few realize its cost. 

One can, for instance, advertise a “loss leader” 
and pack a thousand bargain-hunters into the store. 
That looks pretty sweet. 

But what do the figures show next Monday 


morning? Before you tote them up you may 
safely bet your B.V.D.’s against an 1.0.U. that 
you gotta send Johnny out for another bottle of 
red ink. 

The writer of these lines once asked a quite 
famous merchant for a definition of this term, 
“loss leader.” 

“A ‘loss leader’,” he said, “is when a bargain- 
sniper takes the lead and I take the loss.” 


v 


Slogans Are Salesmen 


There have been a great number of very silly 
slogans or sales catch-phrases foisted upon the 
world by vapid ad-men, but also there have been 
many which practically built a business. 

This writer's memory goes back to the early 
days of amateur photography when Eastman 
advertised, “You touch the button—we do the 
rest”—the point being that commercial photog- 
raphers in those days refused to develop ama- 
teur plates, and amateurs either had not the 
rather complex facilities or lacked the courage 
to do their own developing. So Eastman “did 
the rest’”—and now look at him! 

And then there was another—“A Cent Sent 
Bent”. Our memory is somewhat hazy on this 
one but the idea, as we grope the befuddled brain, 
is that Bent sold parlor organs and would try 
to do business with you if you would send him 
a penny for a booklet. 

Advertising history is replete with similar 
snappy word combinations—as “Sharp Stevens”, 
a Cleveland knife-grinder who would put a keen 
cutting edge on anything from a pair of manicure 
scissors to the blades of a four-mule reaper. 
And there was Tom Murray, a haberdasher of 
Chicago, who printed the picture of the back 
of his head and under it the catch-phrase, “Meet 
me face to face”. Both these men made substan- 
tial fortunes based upon the selling power of 
their slogans. In our own industry, Jack North 
of the Cleveland Electric Illuminating Company 
—or maybe it was Frank Ryan—capitalized the 
sight-saving idea with the slogan, “Sight is 
Priceless—Light is Cheap”, which sums up the 
whole Better Light-Better Sight movement in six 
words. 
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As an industry, we could make very profitable 
use of more sales slogans and _ catch-phrases, 
and wider use of those we have. The Cleveland 
catch-phrase above quoted is equally good in 
Florida, Maine and Montana. It should be 
adopted on a nation-wide basis. It will stim- 
ulate the demand for energy, bulbs, portable 
lamps, fixtures, additional wiring, wall paint, 
optical service, and pretty much everything that 
has to do with the business and pleasure of 
seeing. Other examples might be cited, but the 
main idea has been expressed—slogans are sales- 
men, and we want those sales. 


Let's Get Together 


The electrical merchandising business has suf- 
fered more than its fair share of internal strife. 
Since 1905, when this magazine was originally 
conceived, the Heaviside Layer has been well-nigh 
cracked to fragments by the reverberations of 
squabbles among the various groups of the in- 
dustry whose job was not to cut-each others’ 
throats but to accept wampum from a public which 
was more eager to buy than we were to sell. 

Happily, those days of merchandising mayhem 
are past. 

But now we find ourselves again messed up in 
a new war. Political jobholders of varying de- 
gree of honesty and intelligence are swarming in 
with their milk pails. Their strategy is that of 
Napoleon Bonepart—“Divide your enemy into 
parts and defeat each part separately.” 

We should not let them succeed in this strategy. 
As James E. Davidson recently said: “We must all 
unite to protect our industry from unfair political 
attacks or government interference.” 


LETTERS 


“Profitless Campaigns” 
To the Editor: 


I was very much interested, from a constructive 
viewpoint, in your editorial in the December j sue 
of “Electrical Merchandising” which was headed— 
“Profitless Campaigns.” 

On several occasions, I have been at the point 
of questioning you on this editorial but felt that 
possibly it would be better to await the closing 
ot the campaign on February 28, 1937, before so 
doing, in order that you might have before you all 
of the figures when endeavoring to substantiate 
such heading for your editorial. 

The campaign is well ahead of expectations, and 
the promotional purposes for which it was under- 
taken by this Company are being realized. For 
the first month of the campaign, dealers will receive 
from this Company, as their participating share— 
$20,378.00 and investigation among dealers de- 
velops that this is more in net profit to them than 
these same dealers earned as net profit on similar 
merchandise in any December since 1930. In ad- 
dition to this participation amount for the dealers, 
employes of the System Companies earned in com- 
missions, during the first month of this campaign— 
$6,690.00. So that there results, in what you term 
—*Profitless Campaigns”—a net profit to those 
who have engaged in the sale of the packages of 
$27,068.00, and to this Company, the large increase 
in electric consumption which will be developed 
through the use of these appliances. To the dis- 
tributors and wholesalers, there results, during the 
first month, standard commissions on the purchase 
of 125,000 electric appliances as set forth as a 
condition to the manufacturers in the campaign. 

There are two more months before the close of 
the campaign and I shall be pleased to give you 
the corresponding figures each month in this pro- 
motional activity which you labelled “Profitless 
Campaigns.” Further, I believe it would be worth- 
while to develop the benefits which have accrued 
to the manufacturers and to the electric consum- 
ers who otherwise might not have purchased these 
benefit giving electric necessities. 

E. F. Jerre, Vice-President, 
Consolidated Edison Company, 
New York City, N. Y. 
Epitor’ NOTE: As we go to press, the most recent 
figures on this “Bargain Package” campaign of 
Consolidated Edison and cooperating dealers 
showed that 30,043 “packages” of appliances had 
been sold and accumulated dealer profits amounted 
to $42,060. The package consisted of an IES 
lamp, a radio, an iron and a toaster. 


"lL told junior he could 
save it until summer,” 
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Lowest Gver 


U. S. Government Buys 16,697 


“all 10-year Cast 

A Zecord-breaking purchase 

bythe U. Public Works 
Administration Housing Divi- 
sion is another sales-clinching 
FACT that will help all West- 
inghouse Refrigerator dealers 
to GO PLACES IN 1937. 
Write the factory, at Mansfield, 
Ohio, for complete program. 
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“95% pictures!”’ That describes the complete advertising and 
sales promotion material now ready for Westinghouse 1937 | 
Fan Retailers — backing up the most sensational and salable Ry 
line of new fans ever introduced. Again the real story of fan 

profits will be written by retailers having ample stocks of 

this fast-selling line. Consequently — 


1937 FAN PROFITS axe ccseched nom 
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MUDEL A WASHER 


Here is a key to increased washer sales and profits — 
a “trading up’’ plan built around a remarkable value — 


to be advertised in color through local newspapers to 
12,250,000 able-to-buy families, 


LTRA-QUIET” 
BLADES 


New over-size, deeper- 
pitched Westinghouse 
blades will out-breeze any 

fan you ever saw of Tike 


size and 
QUIET! . you "ll have 


to believe your eyes be- 
cause your ears won't help. 

Be sure you are first to 
offer this entirely different 
line of fans to your trade. 


This prospect-getting traffic-building 
value is offered in the form of allotments Y 
to active retailers. It is designed to in- fhe 
crease your average sale and your net 
profit. It is backed by a 5-point promo- 


| 
and tional program: 
_ (1) Reaching more live prospects. | 

+ 1937 (2) More sales actually closed. The first national advertising of this 
alable (3) Every sale a larger sale. Special Offer appears early in April in | 
of fan (4) Every sale leading to additional “American Weekly,” ‘“This Week’’ and a 
ks of sales. list of supplementary newspapers. Get 
| (5) Every sale productive of more the details from your Westinghouse PY 
prospects. representative now. 
Westinghouse | 
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THE LINE OF 


Leas! Kesislasie 


Westinghouse 
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The Belden Unbreakable Soft Rubber Plug, long famous for its utility and service, has 
been remolded by the fingers of genius and enhanced by modern beauty. 


The new Belden Soft Rubber Plug is the achievement of the long experience of the Belden 
engineering department and the inspiration of a great designer, Raymond Loewy. 


Styled for a streamlined tomorrow, these new Belden Soft Rubber Plugs on modern, safe, 


Corditis-free cords are already available on many of the E | 1 AR dé 


up-to-date electrical appliances you sell. 
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Belden Manufacturing Company, 4663 West Van Buren Street, Chicago 


© 1987 B. M. Co. 
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Campbell Wood, di- 
rector of public uti!- 
ities sales (right) is 
talking to Ed Ash. 
mead of Tennesse> 
Electric Power. 


Dana Chase of the 
Chicago Vitreous 
Product Compan, 
watched the pro. 
ceedings. 


Yassuh, Mister, this 


M. S. Bandoli, do- 
is Sam C. Mitchell, 
J 


mestic refrigeration 
sales manager, in 
action at the show. 


director of Kelvina- 
tor advertising. 


Dripping with rain, Chairman C. W. Nash and President 
G. W. Mason at the Book-Cadillac. 


Outlook is bright in smoky Pittsburgh—left to right, Jack 
Dalton, Kelvinator regional sales manager, Paul Chamber- 
lain, sales manager, C. R. Rogers, R. H. Davison, regional 
manager, C. F. Gaylord, general manager, C. R. Rogers, 
and C. M. Hauer, C, R. Rogers. 


Left to right: W. L. Sullivan, Listen, Walter & Gough, 
Los Angeles; H. C. Rice, manager merchandise dept., 
Southern California, Edison Co., Los Angeles, and J. 


Owen, also of Sullivan's firm. listen to the birdie. 


H. W. (Hike) New- 
ell of the advertis- 
ing agency tells the 
promotion story. 


Turn around there and look pretty for the gentleman, Art 
Ward (right) of the Associated Gas and Electric Co., 
New York, is telling H. M. Henry of the same firm. 


P. S. Newport of Harlan, Ky., and Paul Fuqua, Knoxville, 


Now's the time to 
get dealers to sel! 
water heaters and 
ranges, Pierre Mi'es 
pointed out. 


Sales promotion 
manager W. E. Say- 
lor isn't saying his 
prayers. He's show- 
ing a new sign. 


With Kelvinator at Detroit 


Kelvinator has every- 
thing in washers 
and ironers, V. J. 
Mcintyre told the 
crowd. 


It wasn't southern cooking but 
the lunch satisfied K. H. Soll- 
mann of the East Tennessee 
Electric Co., Nashville, and 
T. A. Whitener, Chattanooga. 


From a pulpit H. 


Burritt, vice pr 
dent in charge 
sales, opened 


closed the meetir 


Econon 
Frances Weedme 
demonstration wa 


complete dinn 
pulled from a pa 
ing case. 


Up close to the entertainment sat J. C. Dellinger, 


manager, Moore & Stewart and President W. P. hv 


both of Gastonia, North Carolina. 
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She knows they all have all the worthwhile features 
— but she’s discovered what makes COPELAND 


the outstanding refrigerator of them all... 


And this selfsame discovery will lead you 
to richer refrigerator profits. For it’s true 
that all electrical refrigerators—including 
Copeland —have all the worthwhile fea- 
tures. But Copeland, in its twin-cylinder 
compressor and its super-efficient refriger- 
ating mechanism, offers Copeland dealers 
the strongest sales-closer the industry has 
ever known. 

With an engineering experience without 
parallel in both the household and the 


heavy-duty commercial field—with Cope- 


land’s new and complete line, smartly 
styled and sensibly priced—with the 
smashing sales and advertising plans which 
Copeland has under way for this year— 
with Copeland’s new, liberal financing 
plan—you will do well to investigate what 
this pioneer manufacturer has to offer 
before you make your plans for 1937. 

Take the first step today! Write, wire or 
phone J. D. McLeod, General Sales Mana- 
ger, Copeland Refrigeration Corporation, 
Detroit, Michigan. 


COPELAND 


REFRIGERATION CORPORATION 


A DALLAS E. WINSLOW INDUSTRY 


DETROIT. 


ON EER MANUFACTURE 


MICHIGAN 


R oO F REFRIGERATION 
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Three more personalities at the Frigidaire annual con- 
vention in Dayton: Left to right, E. B. Newill, chief 
engineer of Frigidaire; Ray Fox, in charge of the 
Frigidaire division of General Motors Acceptance 
Corp.; and Carl A. Copp, general sales manager of 
Frigidaire. 


Here's Roy E. Smithson, manager of Frigidaire's 
commercial division, Lee Clark, household advertising 
and sales promotion manager, and David M. Noyes, 
vice president of Lord & Thomas, Chicago, all appar- 
ently in pretty good humor. 


The guy on the right doing all the talking is Ellsworth 
Gilbert who is responsible for staging Frigidaire's con. 
ventions. On the left is H. J. “Johnny” Walker, man 
ager of the public utilities division and V. A. Hetzel, 
installation and service manager. 


Four General Motors executives at the speakers’ table 
at the Frigidaire convention. Left to right: Ernest R. 
Breech, chairman of the board, North American Avia- 
tion; E. G. Biechler, Frigidair's general manager; 
Richard H. Grant, GM vice president in charge of 
sales and W. F. Armstrong, Frigidaire's assistant gen- 
eral manager. 


1937 


With Frigidaire at Dayton 


Walter Locke, center, editor of the Dayton Daily 
News, chats with David K. Banker, left, divisional 
comptroller of Frigidaire and Dr. J. B. Downey, mem- 
ber of the general staff of General Motors in New 
York. 


R. F. Trant, on the left, is a pioneer Frigidaire dis- 
tributor in Norfolk, Va. Next to him is William Baker, 
head of the Baker Advertising Co., Canadian ad coun. 
sel for Frigidaire. Next in order are L. C. Shannon, 
Canadian manager and Charles T. Lawson, household 
sales manager for Frigidaire. 


7 


Left to right are Frank R. Pierce, the human dynamo 
in charge of Frigidaire household sales; Capt. Lewis 
B. Rock, publisher of the Dayton Journal and Herald; 


and Edward R. Godfrey, works manager for Frigidaire. 


Dwight Young, right, editor of Dayton's Journal and 
Herald, spins a yarn for P. M. Bratten, center, Frigid- 
aire's Texas manager and J. J. Nance, general sales 
manager of Delco-Frigidaire's air conditioning division 
of the company. 
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You Should Hear My Ma . 
if You Want a Real 


BEACH 


~,Sales Talk 


moody 


HAMILTON BEACH 


Only HAMILTON BEACH 
HAS ALL THESE FEATURES 


Every woman who owns a Hamilton Beach Food Mixer soon discovers that 
it's the extra convenience features of this mixer that make it so easy to attain 
such grand cooking results. Naturally she's enthusiastic about these features. 
switch. Naturally it pays you to build your sales story around them. Each is easily 
demonstrated—easily understood. They are her means to greater cooking 
convenience—your means to greater, surer sales. 


Any speed desired with steady, full 
pone at all speeds in thick or thin 
tHters—reguiated by one contro! 


Powerful Promotional Effort For 1937 


Promotional effort on the New Model "D" will be stronger than ever. New 
window and counter displays—attractive folders—effective newspaper mats 
—all furnished to dealers free on request. Millions of messages in THE 
SATURDAY EVENING POST, GOOD HOUSEKEEPING, BETTER HOMES 
AND GARDENS, AMERICAN HOME, WOMAN'S HOME COMPANION 
and AMERICAN MAGAZINE will tell your customers about this efficient 
kitchen servant and its many labor-saving attachments. (Attachments that 
were sold with Models "B" and "C" fit the new Model "D".) 


One-hand, portable motor slides off 
stand with nothing to release. Same 
hand operates single contro! switch. 


Your Profit Is Protected 


Bow! control—an exclusive feature— 
insures thorough mixing. Shifts bow! 
to prevent mixture piling up in 
middie or around edges. 


Hamilton Beach Food Mixers are sold through Wholesaler and Retailer—on 
our one-price, profit-protecting policy. We are 100%, for price maintenance 
and a full Dealer profit on every sale. Get behind this food mixer that offers 


you every opportunity for volume and profit. Order from your Jobber's 
Salesman. Write us for free dealer helps. 


HAMILTON BEACH CO., Racine, Wisconsin 


Division of Scovill Mfg. Co. 


Sturdy, double guarded beaters are 
attached or detached for cleaning 
in one unit by the twist of a thumb 
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Electric Cooking Faster 
Than Gas inTest 


N spite of repeated statements as to 

the speed of the modern electric 
range, few people really believe that 
it will boil water as fast as gas. In 
order to settle the question once for 
all in the minds of the public (and be 
it said, of their own salesmen as well), 
the Acme Electric Company of Pasa- 
dena, California recently conducted a 
public test in their store in the 
Farmer’s Market. Judges were R. J. 
Corrigan of the Pasadena Star-News, 
S. F. Dunn of the Pasadena Inde- 
pendent and E. D. Faehe proprietor of 
the Farmer’s Market Home Appli- 
ance Company. The tests involved the 
bringing to boil of three quarts of 
water started at the same temperature 
and in identical containers. Every fac- 
tor in the test was impartially checked. 
Split second stop watches were used to 
record the time to boiling from a 
simultaneous start. 

Thirteen minutes, ten and one half 
seconds from the time of starting, the 
water on the electric range began to 
boil. It was not until six minutes, fifty 
two seconds later that the kettle on 
the gas range reached boiling point. 

The equipment used was a new, 
modern range using natural gas and 
a new Hotpoint range using a Calrod 
unit. Later the smaller unit on the 
electric range was also tested against 
the gas range, and even this came out 
ahead. The time required to bring the 
water to boil on this unit was 19 min. 
452 sec., as against the 20 min. 28 sec. 
of the large burner on the gas range. 

The large unit on the electric range 
was tested and found to consume 2,100 
watts, with a 7,172 B.t.u. capacity. 
The smaller electric unit tested at 
1,200 watts with a 4,098 Btu. 
capacity. The gas burner was rated at 
9,000 B.t.u. capacity, being an over- 
size burner, especially designed for 
rapid heating. 

Results of the test were announced 
in a full page advertisement in Pasa- 
dena newspapers. Pictures of the two 
ranges were shown as set up for the 
test and pictures of the stop watches. 

“Boiling water is recognized every- 
where as the standard test for cooking 
speed,” said E. D. Faehe in this ad- 
vertisement. “All water weighs the 
same—it boils at the same temperature. 
So, given the same size containers and 
an equal start, there’s no argument 
about the result. Either electricity 
cooks faster than gas, or it doesn’t.” 

It does. 


Electric Clocks 
Go By Threes 


GOOD stunt in the selling of 

electric clocks, in the experience 
of G. B. Harris, manager of the smal! 
electrical appliance department of the 
Crescent, Spokane, Wash., is to sell 
them in batches of three. Every so 
often he runs a special on three clocks 
—kitchen, bedroom and parlor type, 
using some such slogan as “A clock 
for every room.” This always brings 
a good response. 
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ook * Here it is . . . the refrigerator with the SELL! The a 
oking great big new beautiful Grunow Refrigerator for 1937. Enthusiastic q 
is ad- dealers everywhere say that here is another merchandising natural »—— 7 
S the ... with the same kind of sales “IT” that made TELEDIAL the 1937 q 
pare. sensation of the radio industry. And why not? Look at all the per- q 
s and formance features that can really be demonstrated! . . . Faster freezing! : 
mment . . . Double ice-cube capacity (168 cubes) even in lowest priced i, 
weeny models! . . . The amazing new AERATOR that sweeps the interior | 
eat. clean of all food odors! . . . the marvelous Carrene Econo-Phase 

Vacuum Freezing Unit! ... And new cabinet styles by Walker, the ' 

ace of industrial designers! Then there’s a brand new finance plan . 

... anew factory service plan... and the most unusual advertising 

campaign ever i behind the merchandising of a mechanical refrig- _| 

erator! Get full details today by mailing the coupon, or by wire! 

NY 
GENERAL HOUSEHOLD UTILITIES COMPANY UTILITIES COMPA my Patt 
CHICAGO, ILLINOIS MARION, INDIANA HOUSE ago ge, 

Manufacturers of Grunow Carrene Refrigerator Grunow S682 N. send 
smal! Household Radios Grunow Automobile Radios Gentlemen atio® Grunow | 
> sell A k A th 
sk About the New | 


ring: MAIL THIS COUPON NOW: 
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(CONTINUED FROM PAGE 49) R FS 


4 PROCTOR IRONS 


The fully automatic SPEED IRONS, 800 and 1000 
watts, at $6.95 and $7.95, with the Clear Vision 
Heel Rest and 13 other features. The ingenious 
SNAP-STAND SPEED IRON at $8.95, and the 
HEAT-METER IRON, a sensational price leader 
at $3.25 with safe-heat-for-fabric indicator. 


4 PROCTOR WAFFLERS 


Two beautiful, smartly designed, de luxe auto- 
matics with Glow Cone, which signals when 
waffle is done, at $8.95 and $9.95. Two 
wonderful non-automatics with heat indicators 
at $5.95 and $6.95. This line of wafflers is 
the most advanced in performance and beauty 
in both the higher and the lower price ranges. 


5S PROCTOR TOASTERS 


A new, de luxe, fully-automatic, well-type with 
feather-touch control, Glow Cone and bell signal, 
$14.50. A two-slice, Glow Cone and bell signal 
toaster at $10.95. Two Turn-over type Automatics, 
$5.95 and $6.95. The TURN-O-MATIC, a self-seller 
at $3.25. And the smartest tray sets and stands. 


PROCTOR ROAST-OR-GRILLE 


The first all-purpose, portable electric cooker. 
The Grille-in-lid adds EVEN broiling, grilling, 
browning and toasting (and it takes just half as 
long) to the oven duties of roasting, baking and 
steam cooking. Adjustable food rack, automatic 
temperature control, Glow Cone signal, Lift-or-tilt 
lid, fitted pan set and many other selling features. 
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Tr you have a few moments, let’s be 
‘“‘purse”’onal! Frankly, since our first an- 
nouncement of the ProfiTable Line last month, 
we've talked to numerous dealers—and they 
find the ProfiTable idea makes sense. 


To begin with, let’s assume you have a number 
of the leading major appliances—in other 
words, you're sitting pretty. People you haven't 
seen for seven lean years buy—yes, they 
become customers (remember?)! Not all of 
them, because a few are disposed to spend 
only between $3.25 and $25.00 or thereabouts. 
Oddly enough that is the price range of 
the PROCTOR ProfiTable Line of appliances. 
You thereupon decide to plug up the holes 
in your sales opportunities by selling the 
ProfiTable Line—for several excellent reasons: 
1. Certainly the best of reasons is the chance 
of padding your purse. Don’t pass up pros- 
pects for TABLE LINE appliances. 

2. You've noticed that shoppers feast their 
eyes on the Proctor ProfiTable Line. (It is 
easy to look at). 


3. Each Proctor appliance is Styled for Service, 
that is, smartly designed without sacrificing 
mechanical or electrical perfection. (Basic 
Proctor principles of production.) 

4. The ProfiTable Line is complete. There is 
an iron, toaster, or waffler with real selling 
features for each price bracket. And, in addi- 
tion, there’s the now rightfully famous Roast- 
or-Grille, the only portable electric cooker 
with a grille-in-lid. 

5. ProfiTable Line promotions for 1937 actually 
push customers along from home to cash 
register. A sprightly newspaper campaign 
tied in to “Hollywood Households’ written by 
Kay Proctor, movie commentator; direct mail, 
window and counter displays, the new ‘'Profi- 
Table’ a complete, compact appliance depart- 
ment in itself, ‘‘cue-line tags’’ on each product 
and for you, the “Proctor Promoter, "a bi- 
monthly magazine of productive promotional 
helps! 

Fall in with the ProfiTable 
Proctor’s Biggest Year! 


Line—this is 


PROCTOR & SCHWARTZ ELECTRIC COMPANY ¢ SEVENTH & TABOR ROAD, PHILADELPHIA, PENNA. 


FEBRUARY, 


and ROAST-OR-GRILLE 


Glee OCcTO TOASTERS - WAFFLERS 
the first All-Purpose Portable Electric Cooker 
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FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 


SUPERFLEX '37 CATALOG 


No. 1. Sixty-six oil-burning house- 
hold devices and many accessories 
are listed in the 1937 catalog of 
the Perfection Stove Company. 
All products — ranges, refrigera- 
tors, water heaters and space 
heaters —are illustrated in full 
color. The book contains 52 pages, 
84x11 inches in size. 


RINSO SOAP FOLDER 


No. 2. One Minute Washer 
Company and Lever Bros., 
makers of Rinso, havee printed a 
folder which describes their 
“Dealer-Tested” formula for in- 
creasing washer sales through 
offers of Rinso soap. The plan 
involves an offer of a case of Rinso 
—one year’s supply—with every 


washer sold. 


ALUMINUM WARE RECIPES 


No. 3. A handsome recipe book- 
let, designed for their aluminum 
line ware has been issued by the 
West Bend Aluminum Com- 
pany. This booklet is furnished 
free to every customer receiving a 
set of aluminum ware and free 
copies are available to any dealers 
interested in electric cookery. 


THE STORY OF PENN SWITCH 


No. 4. “Land of Goshen” is the 
title of a new booklet recently 
produced by the Penn Electric 
Switch Company to publicize 
their new plant at Goshen, Ind., 
and tell the story of the Penn 
Company from its beginnings to its 
present stage. 


ELECTRIC BEVERAGE COOLERS 


No. 5. Pelco Electric beverage 
coolers are described and_ illus- 
trated in a folder just issued by the 
Refrigeration Division of the 


Portable Elevator Mfg. Com- 
pany. Dealers interested in com- 
mercial refrigeration should get a 
look at this interesting booklet. 


A NEW HOTPOINT RANGE 


No. 6. A special folder, describ- 
ing and illustrating the new “Bel- 
mont” electric range, a new addi- 
tion to the Hotpoint line, has just 
been issued by Edison General 
Electric Appliance Company. 
The folder is printed in color and 
may be inserted in your present 
catalog. 


LOVELL BRINGS OUT THE 
LEDGER 


No. 7. To tell something of the 
story of wringers for washing 
machines and to keep you informed 
of the promotional and advertis- 
ing activities of the Lovell 
Manufacturing Company, that 
company has started to issue a 
monthly bulletin called the Lovell 
Ledger. The first issue has a 
message from A. M. Doll and 
E. C. Doll, Lovell executives, an 
article on wringer pressures by 
Walter Kauffman, chief engineer 
and the story of Lovell advertising 
program for 1937. Send for your 


copy. 


WESTINGHOUSE MOBILAIRE 
PLANS 


No. 8. Westinghouse are going 
places with their “Mobilaire” air 
conditioner. The whole story of 
the program for 1937 is wrapped 
up in a sales plan which tells how 
any live merchandising organiza- 
tion can make money with Mobil- 
aire. Residential air conditioning 
is just around the corner. Now is 
the time to get going. 


1937 HOTPOINT 
REFRIGERATORS 


No. 9. A complexe catalog of th: 
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1937 line of Hotpoint refrigera- 
tors, made by Edison General 
Electric Appliance Company, 
has been published. It is com- 
pletely illustrated and contains 
specifications and important data 
on every refrigerator in the line. 


WESTINGHOUSE LAMP 
DISPLAY 


No. 10. The various window dis- 
play pieces and promotional items 
produced by the Westinghouse 
Lamp Company are described in 
a special catalog devoted entirely 
to this purpose. The dealer has a 
handy reference in this book to 
the entire service which facilitates 
ordering displays. In addition, the 
manual has data on window dis- 
play practice in which lamps and 
other appliances are tied up in a 
unified whole. 


THE 1937 CONLON PLANS 


No. ll. If you are interested in 
the new line of Conlon washers 
and ironers for 1937, you should 
be interested in sending for the 


loose-leaf book they have just is- 
sued called “Conlon Creations for 
1937.” It contains 14 illustrations 
of Conlon washers and ironers 
with detailed specifications of each 
model on the back of each sheet. 


UNIVERSAL RANGE CATALOG 
No. 12. Landers, Frary & 


Clark have issued a handsome, 
full color catalog of their complete 
line of “Universal” electric ranges 
together with a price list. In addi- 
tion to ranges, the catalog lists 
accessories for electric cooking and 
a full line of aluminum cooking 
ware for use with electric ranges. 


GREIST DEALER HELPS 


No. 13. Greist Manufacturing 
Company have prepared a series 
of dealer helps on their new 
executive desk lamp, the “White 
Knight.” Counter and window 
display cards, newspaper mats, con- 
sumer mailing folders and catalog 
pages are available to all dealers 
selling the “White Knight.” 
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CIRCLE NUMBERS 


FREE DEALER HELPS AND LITERATURE 


FROM LEADING MANUFACTURERS 


Valuable time and money were spent by manufacturers in preparing the dealer helps and literature 
listed below. They are useful to you in running your business and they are FREE. Look ‘em over, circle 
the key number on the coupon and shoot it in to us. We will do the rest—and there's no cost to you 


STANDARD STOVE LEAFLET 


No. 14. Standard Electric 
Stove Company are getting out 
a series of leaflets on the subject 
of food—“The World’s Greatest 
Industry.” The first one is off 
the press and more will follow 
later. They contain interesting 
anecdotes about food and its prep- 
aration and would make good con- 
sumer mailing pieces. 


ROYAL CLEANER BROCHURE 
No. 15. One of the best looking 


booklets we have seen in a long 
time is a brochure published by the 
P. A. Geier Company on 
“Royal” appliances. It tells the 
story of Royal’s 1937 plans, their 
advertising program describes and 
illustrates in full color the various 
models of cleaners and pictures the 
demonstrating kits, merchandising 
helps and display material the com- 
pany makes available to its dealers. 


SPEED QUEEN ‘37 PLANS 


No. 16. “Speed Queen Is All 
Set to Continue Its Record-Break- 


ing Pace During 1937.” So reads 
the title of a color broadside, just 
issued by the Barlow and Seelig 
Mfg. Company which illustrates 
and describes the various washers 
and ironers in the line. Printed 
on heavy stock, it can be used as 
a store display or as a reminder 
piece for the sales force. 


“PIN-IT-UP" LAMP SUPPLEMENT 


No. 17. Railley Corp., manu- 
facturers of “Pin-It-Up” lamps 
for residential and commercial 
applications, have issued a supple- 
ment to their 1937 catalog to- 
gether with a price list. It intro- 
duces two new Railley features, the 
“Push-Switch” and the Plastic 
Cone Diffuser and describes and 
illustrates the models in the line 
equipped with these features. 
Circle the number. 


GRUBER CATALOG 
No. 18. Gruber Bros., lighting 


fixture manufacturers, have issued 
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SIGN-AND MAIL 


their $37 “3G” catalog, released 
February 1. 


FIRE-TENDER STOKER FOLDER 


No. 19. To describe their new 
Fire-Tender-Arco complete stoker- 
boiler unit, Holcomb & Hoke 
and the American Radiator 
Company have issued a folder 
which describes and illustrates the 
unit completely. Dealers inter- 
ested in stokers and air condition- 
ing installations should have a 
copy. 


ROBBINS & MYERS FAN 
CATALOG 


No. 20. Robbins & Myers have 
just issued their 1937 fan catalog 
and price list. All the fans in the 
line described completely and 
illustrated to show the 24 new and 
improved features. Fan season is 
here—get all the dope. 


NEW AUTOMATIC WASHER 
FOLDER 


No. 21. Automatic Washer 
Company have issued a folder 
which illustrates the exclusive fea- 
tures that have been incorporated 
in the 1937 line of Automatic 
washers. The complete line is de- 
scribed and illustrated with photos. 


EMERSON HAVE 3 NEW PIECES 


No. 22. Emerson Electric 
Manufacturing Company have 
three new pieces of valuable litera- 
ture ready to mail. The first is the 
1937 fan catalog—a 28-page job 
which describes and illustrates the 
complete line of desk, ceiling, ven- 
tilating and exhaust fans. Next is 


a 4-page catalog on electric Sea- 
Breeze oscillating fans describing 
two new additions to the line. And 
the last is a four-page 1937 Re- 
tailer Sales Helps Bulletin which 
describes the window displays, 
streamers, mailing pieces and other 
promotion which are available free 
to Emerson fan dealers. 


KOL-MASTER STOKER POSTER 


No. 23. “Tune to June With a 
Kol-Master Stoker” is the title of 
a folder describing the line of do- 
mestic stokers manufactured by the 
Kol-Master Corporation, Ore- 
gon, Ill. In addition, they have is- 
sued a poster for display purposes 
showing actual installations of 
Kol-Master stokers in every va- 
riety of establishment. 


COLEMAN IRON POSTER 


No. 24. The Coleman Lamp 
& Stove Company, Wichita, 
Kansas, has issued a two-color de- 
scriptive poster on its new super- 
speed automatic iron and two 
pieces of consumer literature to go 
with it. 


OFFICE LIGHTING BY G-E 


No. 25. A new bulletin on office 
illumination has been published by 
the Incandescent Lamp Depart- 
ment of the General Electric 
Company. The bulletin discusses 
lighting for casual seeing, for usual 
seeing and for critical seeing and 
is designed to modernize office 
lighting design. Pictures, charts 
and other illustrative material is 
included in the booklet which is 4 
practical and comprehensive 
treatise on the entire subject of 
office illumination. 
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HE famous Premier Vacuum Cleaner, recognized the | 
Lamp world over by its “CHECKERED BAG,” is a peers Above is illustrated the fi mans Seeiiee combina | 
ichita, leader in its line. Superior in the three vital parts of vacuum tion, offering two motor-driven brush vacuum | | 
or de- cleaner design, this “SALES GETTER” is now headed for cleaners for the price of one. This combination has 
super- a real 1937 sales peak. sold hotcakes from 
| two To distributors and dealers of Electrical Merchandise, quality design | 
, to go Premier offers a product and selling story that is really as the highest priced Premier floor model and the 
new and a merchandising story that will net real profits. motor-driven brush hand cleaner has the same 
high quality motor and motor-driven brush design 
You owe it to yourself and your salesmen to get all of the that has carried all Premier cleaners into the 
details on the Premier Vacuum Cleaner line and the Premier 
i i ‘ ao u cant afford to miss the sales o rtuni 
Plan. Send in the coupon today and let us tell Tye priceontheabovecombination this 
you how you and your salesmen can profit with Premier. slightly higher west of Rockies. nation offers you. j 
PREMIER IS SUPERIOR IN THESE 3 VITAL’ PARTS 
Jenart- Premier Division 
Electric Vacuum Cleaner Co. 
Cleveland, Ohio 
r usual Please send your “Premier Profit Sharing 
ng and Plan” to if 
office 
charts 
wial is Signed | 
ch is 8 Street 
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This General Electric trade 
mark will appear in Classified 
Telephone Directories serving 
cities of 50,000 and over. 


Soon, in 175 directories the trade mark 
of another G. E. product will appear in 
the ‘yellow pages.” Prospects who want 
a General Electric Washer or Ironer will 


easily find where to buy it. 


PAGE 68 


Under this trade mark (see illustra- 
tion) authorized General Electric distrib- 
utogs and dealers will be listed. 

See that you are listed in your local 
classified under this well-known brand. 
Get your share of “telephone book cus- 


tomers.” It costs only a few cents a day. 


Just call the directory representative 


at your local telephone business office. 


GE DISTRIBUTORS AND DEALERS — ORDER YOUR LISTINGS NOW! 


FEBRUARY, 


The electrical dealer is the logical 
outlet for air conditioning equipment 
in the future, in the opinion of Rob- 
ert W. Nelson, above, director of 
sales and advertising of the Herman 
Nelson Corp., Moline, Ill., manufac- 
turers of air conditioning systems. 


NEW DEALERS 


GILLETTE, WYO.—The Gillette Elec- 
tric shop opened here recently under the 
direction of Burt Brenizer, manager. It 
is a branch of the Custer Company of 
South Dakota. 


RUTLAND, VT.—W. C. Landon & 
Company opened a new store here Dec. 
12. A model kitchen, model laundry, oil 
furnace and air conditioning displays are 
part of the equipment. 


FT. WORTH, TEXAS—A. C. Rogers 
Company moved their electrical business 
from Fifth Avenue and Main Streets to 
607 Throckmorton Street. It is known as 
the General Electric Appliance Store. 


OAKLAND, NEB.—Marvin Olson 
has opened the Radio and Electric Shop 
here. 


GENEVA, O—E. H. Skinner of 
Geneva has opened a new store at 4 
North Broadway. The store will be 
known as the City Electric Co. 


ROUNDUP, MONT.—The Holm 
Electric Shop, formerly run by Oscar 
Holm, has been sold to Max and Frank 
Polsak. It will be continued, with the 
same lines of merchandise, under the 
name Home Electric. 


LISBON, O.—William Taylor who 
operates electric stores in Palestine, 
Columbiana and New Waterford under 
the name Taylor’s Norge Electric Shop, 
has opened a new store in Lisbon, O. 
Austin Miles is manager. 


KLAMATH FALLS, ORE — The 
Modern Electric Shop, 121 South Ninth, 
opens for business next month. F. A. 
Platner is manager. 


SALEM, OJ. S. Gibson, formerly 
with the Salem Home Equipment Com- 
pany, has announced the opening of his 
new appliance store, the Gibson Appliance 
Company, 121 North Ellsworth Avenue. 


MANSFIELD, O.—L. R. Holland an 
nounces the opening of the Holland 
Norge Appliance Store at 48 West Third 
St. 


MINNEAPOLIS, MINN. — George 
R. Clements, for many years manager o! 
the electrical department of a Minne 
apolis department store, has opened an 
appliance department at 1021 Marquette 
Avenue in conjunction with Electric Re- 
pair and Construction Company. Appli 
ances handled include Frigidaire, Delc: 
burners, Universal ranges, Thor washers 
and ironers, L. & H. heaters and Ameri 
can Bosch radio. 


De GRAFF, O.—Donovan C. Ellis is 
the new Westinghouse dealer here lo 
cated in the People’s Building and Loa: 
building. 


1937—ELECTRICAL MERCHANDISING 


oe 
A GE TRADE EADING 
| 
Ee 


THE LONG LIFE ZONE 
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ACTIVATOR 
Lda g Life for Clo Again G-E scores with a new idea af ; 
es that clinches sales. Instantly, this new “4 
symbol spots the LONG LIFE ZONE — my 
features the Activator and the re- | 
; markable mechanism that is oiled for | 
life and has external adjustments to 
maintain maximum operating effici- | 
ency — leads into the three-zone wash- . 9 
ing action — suggests increased health "4 
ae and life for the owner — why, it’s 4 
a whole sales story in itself! 
=. Only when you sell G-E Washers 
-_~ ne can you sell the washer with the LONG a | 
LIFE ZONE. And only when you sell 
oil | 
G-E Washers can you profit as General 
— be Electric Dealers are now profiting. 
So call your General Electric Dis- | 
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DO YOU KNOW 


That less than two decades ago the electric bill was a 
lighting bill only? Very few electric appliances were used. 
Householders had to be taught their benefits and 
economies. General Electric, by its sales promotion, 
radiobroadcasting, and advertising, played a vital part 
in this educational program. It helped build a market 


for the electric appliances you sell. 


GENERAL 


PAGE 70 


E doesn’t have to do this extra work if the 

appliances he sells are equipped with G-E 
motors. When prospects are told that General 
Electric makes the motor, they take the high 
quality of the electric equipment for granted, 
because General Electric’s high standards of quality 
need no explanation. 


And that isn’t all. A G-E motor adds another 
high-quality feature to the sales appeal of his 
appliances and helps him sell. Thus, with selling 
easier, he has more time to prepare the way for 
future sales by showing prospects how 
they can save time, money, and labor 
by working the modern way—with 


electric appliances. General Electric, —sN™ 
Dept. 6A-201, Schenectady, N. Y. 


HIGH-QUALITY FEATURES OF G-E MOTORS 


Indestructible Rotor — End-play Silencers — 
A one-piece pressure casting with Of durable, spring-steel con- 
permanent operating character-  Struction—-effectively cushion end 


istics. No soldered or welded >Ump. Built permanently into the 


connections; inherently well- end shields and last the life of 


balanced. the motor. 


Protected Windings — 


An exclusively General Electric 
treatment thoroughly bonds the 


Rubber Mounting — 


Springy rings of live rubber iso- 


late motor vibrations. This quiet, windings and protects them from 
cushioned power appeals to any moisture, heat, and mild acids 
prospect. and alkalis. 


LET G-E MOTORS HELP YOU SELL 


070-172 


ELECTRIC 
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CROSLEY HOLDS BIGGEST 
CONVENTION IN HISTORY 


CINCINNATI, O.—The Crosley Radio 
Corporation held the largest and most 
successful distributor convention in the 
history of the company recently. Ap- 
proximately 150 distributors and their 
representatives attended the meetings in 
the studios of WLW at the Crosley fac- 
tory. In what he called a “new deal,” 
Powel Crosley, Jr., president, personally 
introduced two radically new lines of 
Shelvador electric refrigerators for 1937, 
a standard and a deluxe line. Outstand- 
ing among more than a score of innova- 
tions and improvements is a new her- 
metically sealed mechanical unit called 
the Electro-Saver, that has greatly in- 
creased freezing speed and lowered cur- 
rent consumption, in addition to enlarged 
ice making capacity. Cabinets have been 
restyled further improving the lines of 
the 1936 models. Many new convenience 
features have been introduced for the first 
time in electric refrigerators. 

Another innovation that created great 
interest was one model which incorporates 
a five-tube superheterodyne radio in the 
refrigerator, the first refrigerator ever to 
be equipped with a radio. The radio is 
concealed in the upper part of the re- 
frigerator and only a small dial is visible. 

Mr. Crosley was followed by Thomas 
W. Berger, general sales manager, who 
stated that more than 2,000,000 electric 
refrigerators were sold the industry 
in the eleven months of 1936 ending with 
November. Of this amount, he said, 15 
per cent or 300,000 were for replacement 
of old refrigerators. 

One of the highlights of the convention 
was the introduction of a_radio-phono- 
graph combination by the Crosley Radio 
Corporation. It includes a 15-tube all- 
wave radio, automatic record changer 
and other important features. For a num- 
ber of years the Crosley Radio Corpora- 
tion has done a large volume of business 
on radio-phonograph combinations in the 
export field. The excellent satisfaction 
given by these machines in foreign serv- 
ice, combined with the fact that the de- 
mand for radio phonograph combinations 
has created a great market, were the fac- 
tors that determined the company to enter 
the American market, Mr. Crosley said. 

Mr. Crosley also stated that the com- 
pany has enjoyed an excellent business 
on the Savamaid electric washers and 
ironers which it introduced at the dis- 
tributors convention in January, 1936. 
He stated that a program is being adopted 
that will call for double the production of 
electric washers by the Crosley Radio 
Corporation in 1937. 

It was also revealed by Thomas W. 
Berger that approximately 3,000 Crosley 
Xervacs, the machine for growing hair 
invented by Dr. Andre A. Cueto of Cin- 
cinnati, have been sold in the United 
States since the announcement of the 
machine in the spring of 1936. Sales have 
also been made in a number of foreign 
countries. Mr. Berger pointed out that 
this record has been made although it 
has been only in the past two or three 


Last month we showed you Henry 

Ford inspecting a dishwasher in G-E's 

new American home in Detroit. 

Here's another shot of Henry doing 
an ironing. 


months that any sales efforts were put 
back of the product. 

Glenn H. Corbett, advertising manager, 
outlined the advertising program for 
1937. He stated that it will be the largest 
in the history of the Crosley Radio Cor- 
poration. 

Other phases of the 1937 program were 
told by Lewis M. Crosley, vice president 
and general manager; J. P. Rogers, and 
Powel Crosley, III, vice presidents; Neil 
Bauer, assistant sales manager; William 
Stoner, manager salesmen’s training de- 
partment ; and Lester Stork, Crosley serv- 
ice manager. 


—= 


MAJOR APPLIANCE MEN MEET 
C. W. NASH AT CONVENTION 


DETROIT, MICH—As twenty-five 
hundred odd distributors and utility men 
settled into their seats at the Wilson 
Theater, Detroit, recently, they looked 
forward to seeing one of those Horatio 
Alger personalities rarely found except 
in America—C. W. Nash. 

A Michigan farm boy, head of the 
mighty General Motors Corporation, and 
founder of his own automobile concern, 
C. W. Nash came into the major ap- 
pliance picture with the blending of the 
Nash and Kelvinator corporations. Shar- 
ing the spotlight with President G. W. 
Mason, Mr. Nash did his best to satisfy 
the public curiosity, and must have 
ended the three day session with a wrist 
tired from handshaking. 

Normally a peep show at new model 
refrigerators, this Nash-Kelvinator con- 
vention revealed a complete line of appli- 
ances—washers, gas and electric ranges, 
water heaters, ironers, oil burners and 
stokers as well as refrigerators. 

Threshing his easels with a white cane, 
Pierre Miles, sales manager, range and 
water heater division, pointed out parallels 
that showed the time was ripe for water 
heaters and ranges. Only 15,000 water 
heaters were sold in 1934, he said, 100,000 
in 1936, and it looked as if 137,000 would 
move in 1937. One million people in the 
U. S. were heating water electrically, he 
declared. Where a cost of operation from 
$2.80 to $4,25 a month can be enjoyed, 
the public was ready to accept. Ninety- 
two per cent of the Pacific Coast, 88 of 
Minneapolis area, and 77 in Southeastern 
U. S. have the right rates now, which 
permit water heaters to compete with 
heaters burning other fuel. 

Trotting out a complete line of electric 


Apex business is good! Here's John W. Huffacker, left, president of the 
General oe Co., Carolinas distributor, buying a carload of refrig- 


erators in 


@ presence of Lehman Woods, Meldrum & Fewsmith (Apex 


ad counsel); J. F. Stephens, Jr., Apex sales promotion manager; and J. C. 
Thomas, Apex southern division manager who took the order. 
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ranges, Pierre Miles pointed to the fact 
that 35% of the 430,000 sold in 1936 were 
moved by dealers. A far cry from the 
8% of the total moved in 1932 by dealers 
and indicating that the time is ripe for 
range distributors to go after them. 

Home Economist Frances Weedman 
took a dinner out of a range stowed away 
in a packing case as part of her demon- 
stration, and used candles, kerosene lamp, 
gas and electric bulb to show how time 
marches on. No Kelvinator home econ- 
omist school will be held in Detroit this 
year, she said, but rather a traveling 
series of schools. 

Director of advertising and sales pro- 
motion, Sam C. Mitchell, announced that 
Kelvinator was going on the air and im- 
pressed vice president H. W. (Hike) 
Newell of the advertising agency, Geyer, 
Cornell & Newell, to tell the story of the 
1937 advertising. Dead black back- 
grounds, 90c. a week terms, and a story 
condensed into a couple of nutshells will 
be the theme. Expertly the Kelvin home 
is spun into the copy, and homes will be 
prizes in the radio contest. Sixty-five per 
cent of business is expected from the in- 
come group of less than $2,000. A free 
home book and entry blanks for the con- 
test are to be used to get floor traffic for 
dealers. 

Higher, wider and shallower are the 
sixteen 1937 Kelvinator refrigerators, to 
permit fuller use of shelf room. Adver- 
tising message hammers home the in- 
creased “plus” power. Four separate lines 
are offered, from 3.16 to 16.79 cubic feet. 
Although chromium hardware trimmed in 
ivory is standard, it may be obtained with 
choice of black, yellow, tomato red, lettuce 
green, medium blue or snow white trim, 
at slight additional cost, M. S. Bandoli, 
sales manager, domestic refrigeration, 
declared. 

V. J. McIntyre, sales manager, Laun- 
dry Equipment division, introduced four 
models, also a twin tub and a spinner. 
Four ironers and a wringer post model 
complete the picture. 

E. L. Sylvester, director of public rela- 
tions, told the story of the Kelvin home 
and its air conditioning. Around the 
home the whole Nash-Kelvinator story 
is laid for 1937. 


Addition to G-E Building at Dallas 
nned 


DALLAS, TEXAS—A three story 
concrete and brick addition to the Gen- 
eral Electric building at Dallas, Texas 
will be constructed immediately, accord- 
ing to an announcement made by the Gen- 
eral Electric Company. 

The new structure will adjoin the office 
and warehouse building now located at 
the corner of Lamar and Corbin Streets, 
and will provide all departments of the 
Company with permanent headquarters in 
Dallas. It is expected that construction 
will be completed about June 1. 
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WINNERS ANNOUNCED IN NATIONAL 
ELECTRICAL HOUSEWARES XMAS 
WINDOW DISPLAY CONTEST 


NEW YORK—Winners of the recent | 


National Electrical Housewares Week dis- 
play contest for the best window or store 


wares as useful and practical Christmas 
gifts were announced today by the Edison 
lectric Institute sponsor of the contest. 
First prize, an all-expense six-day | 
cruise to Bermuda, was awarded in the 
Utility Company Division to John L. | 
Ryan, Empire Gas & Electric Company, | 
Auburn, N. Y. Similar prizes go to the | 
Electrical Equipment Company, Morgan- 
town, West Virginia, in the Electrical | 
Dealer Division, and to Charles F. Hart, 
Jr., of Kresge’s Department Store, New- 
ark, N. J., in the Department Store | 
Division. 
Honorable mentions were as follows: | 
Utility Company Division: Fred Bolander, 
West Penn Power Company, Pittsburgh, 
Pa.; S. L. Hagen, Northern States Power 
Company, Eau Claire, Wis.; Stanley A. 
Wirbel, Consumers’ Power Company, 
Grand Rapids, Mich. and Philadelphia 
Electric Company, Philadelphia, Pa.; in 
the Electrical Dealer Division: Mrs. Har- 
old Weidner, Knecht-Feeney Electric 
Company, Mount Vernon, Ohio; Barber 


Electric Company, Watertown, N. Y.; 
Iron City Electric Company, Pittsburgh, 
Pa., and Urbany’s Radio and Electric 
Service, Masontown, Pa.; and in the 


Department Stores Division: Karl Kneis, 
of Stix, Baer & Fuller, St. Louis, Mo.; 
E. W. Booth, of B. Lowenstein’s, Mem- | 
phis, Tenn.; Harry A. Bell, of the Broad- 
way Department Store, Los Angeles, Cal., 
and G. H. Wagner, of Peck’s, Kansas 
City, Mo. 


Entries in the contest were confined to 
displays showing the smaller electrical 


| articles for the home, but excluding larger 
interior display featuring electrical house- 


equipment such as refrigerators, ranges, 
and water heaters. Each display entered 


for the prize was obliged to include a 
| poster of National Electrical Housewares 
Week as part of its decorative scheme, 
and to feature the products of at least 
one of the cooperating manufacturers, 
which included American Heating Com- 


First prize, dealer class. Electrical Equipment Company, 


Morgantown, W. Va. 


pany, General Electric Company, Hamil- 
ton-Beach Manufacturing Company, 


| Knapp-Monarch Company, Landers, Frary 


& Clark, Manning-Bowman & Company, 
Proctor & Schwartz Electric Company, 
Robeson Rochester Corporation, Swartz- 


First prize, utility class. Installed b 
Co., Au 


John L. Ryan, Empire Gas & Electric 
urn, N. Y. 


baugh Manufacturing Company, The Silex 
Company, McGraw Electric Company and 
Westinghouse Electric and Manufacturing 
Company. 

Judges were Richard Wallace, display 
manager of B. Altman & Company, New 


First prize, department store class. Charles F. Hart, Jr. 
Kresge's, Newark, N. J. 


York, Frank E. Watts, vice-president of 
Electrical Publications, Inc., and ‘ 
Underwood, of Tracy, Locke, Dawson, 
Inc. 

A new schedule of window display con- 
tests are planned for 1937. 


The harmonizing trio with Phil Spitalny's “Hour of Charm" do a little 


housekeeping in New York. Left to 


right: Mary Baum, Joan Brooks and 


Frances Cook. The G-E program is on every Monday, from 4 to 4:30 P.M. 
over NBC. 


Dealers in the Great Lakes areas sent in these salespeople to the Apex 
Electrical Mfg. Company to get first hand information on how to iron. 
The class was in charge of Mrs. Joie Racklyeft, standing extreme right. 
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NEW ASSOCIATION FORMED FOR 
NORTHWEST TRADING AREA 


Existing trade groups of the electrical 
industry in the North Central States 
trading area of Minneapolis have formed 
a co-ordinating committee to be known 
as the “North Central Associated Elec- 
trical Industries,” for the purpose of 
giving national sales promotion programs 
of the industry local direction and 
stimulus. 

The work of the committee does not 
supplant the activity of any present trade 
organization. It functions as a board, 
two members of which are chosen by the 
sponsoring groups, thus insuring equal 
representation. Organizations now rep- 
resented include the Minnesota Contrac- 
tors and Dealers; North Central Electric 
Association (utilities); North Central 
Electrical Wholesalers; Minnesota Elec- 
trical Council, and Manufacturers Rep- 
resentatives. 

H. E. Young, Vice President Northern 
States Power Co., has been chosen chair- 
man; M. C. Balch, Balch-Kenney Co., 
Minneapolis, Vice Chairman; L. G. 
Mample, General Electric Supply Corp., 
St. Paul, treasurer, and Wm. A. Ritt, 
St. Peter, Minn., secretary-manager. 

The board will consist of the above 
officers together with Thorson, 
Electric Appliance Division, 

Electric Co., Minneapolis; D. E. Ford, 
Northland Electric Co., Minneapolis; J. 
W. Hruska, Mankato, Minn, J. E. 
Lynch, Minnesota Power and Light Co., 
Duluth; and F. T. Langford, Minneapolis. 

Other representatives of various 
branches of the electrical industry spon- 
soring the organization of this committee 
include H. H. Chapman, Westinghouse 
Electric & Manufacturing Co., Minne- 
apolis; B. A. Bearnes, Interstate Power 
Co., Albert Lea, Minn.; R. J. Moudry, 
Square D Co.; W. C. Carlson, Midwest 
Electric Co.; and Walter Olson, North 
Central Electric Association. 

Programs of the Edison Electric In- 
stitute and the National Electrical Manu- 
facturers Association which include such 
promotions as electric hot water heating; 
electric cookery; industrial electrification ; 
kitchen modernizing; electrical house- 
wares; better light, better sight; ade- 


quate wiring, etc., give the committee 
sufficient national material to direct into 
local merchandising channels. With the 
special effort which it will be able to put 
behind these programs, the committee 
will be instrumental in not only enabling 
the manufacturer, but the jobber and 
dealer as well, to capitalize such national 
promotions. 

The initial effort of the committee was 
the supplying of mats, ad proofs, mail- 
ing pieces, reader ads, suggested window 
trims, etc., to electrical dealers, enabling 
them to co-ordinate their holiday sales 
activity with the “Give Electrical Gifts” 
campaign, Materials on the “Electrical 
Housewares Week” program sponsored by 
Edison Electric Institute have also been 
mailed. 

Offices have been opened in conjunction 
with the Minnesota Electrical Council, 
236 Foshay Tower, Minneapolis. 


E.H.F.A. Signs Three More 


WASHINGTON, D. C.— Electric 
Home and Farm Authority today an- 
nounced that contracts had been closed 
with the Farmers Rural Utilities, In 
corporated, Bowling Green, Virginia 
Richland Cooperative Electric Associa 
tion, Richland Center, Wisconsin; and the 
city of Florence, Ala. The contracts pro- 
vide that Electric Home and Farm Au 
thority and the utilities will cooperate in 
financing the sale of electrical appliance: 
for use by consumers located on the utili 
ties’ power lines. 


New Company at Victoria 


VICTORIA, B. C.—Vernon-Brock 
bank Radio Company, Limited has bee 
incorporated at Victoria, B. C., wit! 
capitalization of $10,000. Registered offic: 
are c/o W. F. Gurd, 728 Rogers Building 
470 Granville Street, Vancouver, B. © 
The firm will operate as dealers in elec 


trical appliances of all kinds. 


FEBRUARY, 1937—ELECTRICAL MERCHANDISING 


phon 
dent 

Elect 
loze! 
ing t 
versa 


= 
The 
ible Sh 
tors 
enterin 
requir 
has fir 
ay ten di 
~ | =. = g 
= | | 
| 
$1 
the 
A ren 
“cl 
wh 
pur 
| ove 
ord 
yea 
| 
wer 
ck 
D 
* | tir 
ag 
4 a ar 
ya 4 s —s de 
“a 
C 
| b 
— 


REA 


nittee 
into 
h the 
O put 
nittee 
bling 

and 
tional 


was 
mail- 
ndow 
bling 
sales 
xifts” 
trical 
ed by 

been 


ction 
uncil, 


CHICAGO ACTS UNDER 
FAIR TRADE LAW 


CHICAGO, ILL.— The Supreme 

Court's action in upholding the Illinois 
and California fair trade laws found a 
manufacturer, a distributor and the Illi- 
nois Radio and Electrical Dealers Asso- 
ciation active under it to check price cut- 
ting in the Windy City when the news 
ame through. 
“The manufacturers, the Chicago Flex- 
‘ble Shaft Company, has notified distribu- 
tors under the Illinois Fair Trade Act, 
gist of which consists of the manufacturer 
entering into a contract whereby pur- 
chasers agree not to resell commodities 
except at the price stipulated by the ven- 
dor. Distributors selling to retailers are 
required to pass on this agreement. The 
act makes exception in certain cases. In 
closing out the owner’s stock he may cut 
prices provided however, that such stock 
has first been offered to the manufacturer 
ten days before at the original invoice 
price. Prices can also be cut when the 
goods are damaged or deteriorated in 
quality and notice given the public. 

Even before the Supreme Court ruling 
was given a distributor, the Philco Radio 
& Television Corporation of Illinois, had 
gone to the mat with a Chicago depart- 
ment store, winning an injunction’ against 
price cutting. 

' Busily ringing these days is the tele- 
phone of George W. Rockwood, and presi- 
dent W. M. Egan of the Illinois Radio & 


Hygrade-Sylvania Declares 
Dividend 


SALEM, MASS.—The directors of 
the Hygrade Sylvania Corporation at a 
meeting held November 24, 1936, de- 
clared an extra dividend of $1 a share 
on the comon stock of the Corporation, 
payable December 21, 1936 to stockhold- 
ers of record December 10, 1936. The 
directors also voted the usual dividends 
of $1.625 a share on the preferred stock 
and 50c a share on the common stock, 
both payable January 2, 1937 to stock- 
holders of record December 10, 1936. 

The directors also approved extra 
wage and salary payments to employees. 


New General Electric Building 
At Houston 


The General Electric Company has 
completed plans for the immediate erec- 
tion of a new $200,000 building in Hous- 
ton, Texas. The building will be located 
on the block, recently purchased by the 
company, bounded by Polk St., Charles 
Clay, and Live Oak Streets with the 
main entrance on Live Oak Street. The 
new building will be of brick and steel 
| construction and will be two stories in 
| height. It will be used to house the of- 
! 


fices, warehouses, and service shops of 
the General Electric Company, the Gen- 
eral Electric Supply Corporation, and 
the General Electric X-Ray Corp. 


WESTINGHOUSE PAYS DIVI- 
DENDS AND EMPLOYE 
BONUS 


EAST PITTSBURGH—At the last 


| meeting uf its Board of Directors the 


Westinghouse Electric and Manufactur- 
ing Company issued the following state- 
ment : 

“The Board of Directors of this Com- 
pany today declared a dividend of $2.00 
per share on the preferred stock and 
on the common stock of the Company, 
such dividends to be payable December 
21, 1936 to stockholders of record at the 
close of business on December 7, 1936. 


Some Late 


Electrical Dealers Association. Half a 
jozen distributors are considering adopt- 
ing the plan, and it is a hot topic of con- 
versation among the electrical trade in 
Illinois. 


$165,586 NET SHOWN IN 
YORK ANNUAL STATEMENT 


YORK, PA.—The annual statement of 
the York Ice Machinery Corporation, 
York, Pa., released yesterday by William 
S. Shipley, president, shows a net income 
for the year ending September 30 of 
$577,662 before depreciation. Reserves for 
this purpose amounted to $412,076, leav- 
ing a net profit of $165,568 after all 
charges, including reserves for taxes. This 
compares with a net loss of $72,216 for 
the previous year. 

A strong current position is reflected 
in the balance sheet. The corporation is 
not indebted to banks, and cash alone 
closely approaches total current liabilities, 
which amount to $1,032,425, against cur- 
rent assets of $7,793,842. Working capi- 
tal increased approximately $219,000 dur- 
ing the past fiscal year, while long term 
debt was reduced by $189,700. 

Orders booked during the year exceed 
the previous year by almost 14%. Sales 
“closed out” which is the basis upon 
which income is computed for statement 
purposes, show only a slight increase 
over last year, with the result that unfilled 
orders on hand at the end of the fiscal 
year increased about 44%. 


Seven New Distributors 
Added By Leonard 


DETROIT, MICH.—Seven new dis- 
tributors have just been appointed by 
the Leonard Refrigerator Company, ac- 
cording to announcement just made at 
Detroit by R. I. Petrie, sales manager. 

These distributors are: Southern 
Wholesalers, Inc., Washington and Bal- 
timore, W. E., O’Connor, general man- 
ager; Graybar Electric Company, Dur- 
ham, N. C., John Pearson, manager ; 
A. K. Sutton, Inc., Charlotte, N. C., 
and Columbia, S. C., A. K. Sutton, presi- 
dent; H. B. Shank Company, Inc., Ft. 
Wayne, Ind. H. B. Shank, president; 
Earl Goetze, Inc., Kansas City and 
Springfield, Mo., Earl Goetze, president ; 
Charles Ilfield, Las Vegas, N. M.; Gray- 
bar Electric Co., Phoenix, Arizona. 
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pany, Chicago, 
Welter, president, Chas. Welter, 


L. R. Parker, commercial manager 
for the Commonwealth and South- 
ern Company, New York, smiles 
his greetings as he arrives. 


K. H. Sollmann (left), manager, 
and James D. Miller, both of the 
Middle Tennessee Electric Com- 
pany, Nashville, Tennessee. 


1937 


C. E. Gambill, president of the C. E. Gambill Com. 


Illinois, congratulations Charles 


diana, on the excellent record he made last year. 


Snaps From the Kelvinator 


Inc., Gary, In- 
convention. 


Convention 


Jack Crossin (left), regional manager, is on hand 
to greet M. Kassover of Vim Co., N. Y., as he 
arrives on the morning train for the Kelvinator 


Paul Krich (left), vice president, Krich-Radisco, Inc., Newark, N. J., and 
his brother Max (second from right), president, pose with J. F. Crossin 
(second from left), Kelvinator Regional Manager and Chester Norton 
(extreme right), Kelvinator District Manager. 


Left to right: D. E. Stuber, manager, Electric Equipment Corporation, 
Davenport, lowa; Ralph Drew, president, Devlin Drew Company, Fresno, 
California; Raymond Rosen, president, Raymond Rosen & Company, Phila- 
delphia, Pa.; J. S. Kimmel, Electric Equipment Corporation, Davenport, 
lowa; and M. S. Bandoli, sales manager, domestic refrigerators. 


yy 


Utility men at the Kelvinator distributors’ Convention at Detroit: Camp- 
bell Wood (left), Kelvinator director of utilities sales, playing host to 
Harvey Keys (center), merchandise manager, Public Utility Engineering 
and Service Corporation, Chicago, and R. L. Polk, commercial manager, 
Duquesne Light and Power Company, Pittsburgh, Pennsylvania. 
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The summer of 1936 was a 
severe test of efficiency for 
all refrigerators. We know of 
no other refrigerator that 
withstood terrific heats and 
humidities throughout the 
country as well as Gibson. We 
checked up, from time to time, 
among large distributors 
responsible for service on 
thousands of Gibsons, with 
results like these: 


HERE’S THE 19:37 GIBSON 


FROM Pennsylvania * « «+ “We are very much pleased 
with the small amount of service that has been required 
with the Gibson line and believe that there should be no 
radical change in the mechanical end...” 


FROM North Carolina . . “The service of the Gibson unit 


has been ‘par excellence’ as far as we are concerned. There 
are no changes that the writer could possibly suggest to the 
betterment of the present unit...” 


FROM Nebraska....... “We are really a poor source of 
information as we have had so very little trouble with the 
1936 Gibson line ... off hand, the writer can recall only two 
or three service calls on the line...It looks to us like you 
have as close to a 100% perfect mechanical refrigerator as 
can be built.” 


FROM 


Alabama ...... . “We have found the 1936 line 
very satisfactory, both in mechanism and cabinets.” . 
“The Gibson gave better service during the hot weather | 
than any other make in this district.” 


FROM 


compressor unit, we have had no service calls or replace- 


Minnesota ..... . “As to the performance of the | 
ments.” 


FROM Louisiana ....... “We have had no complaints.” | 


...and from other sources come comments like the follow- | 
ing — “This compressor seems to be the answer to a service | 
man’s prayer”... “...extremely low running time per hour 
throughout this territory all during the hot weather”... | 
“Please bear in mind that this is the South; our climatic | 
conditions are severe here, and we have found, through the 
experience of hundreds of users to whom we have sold 
Gibsons, that the twin-Cylinder hermetic MonoUnit is the 
‘real stuff .” 


Gibson's Magic Freezr Shelf, along with thirteen other “PLUS” 
Conveniences— has proven to the hilt the outstanding SAL- 
ABILITY of Gibson...and in this advertisement we've given you 
a hint about Gibson’s splendid SERVICEABILITY as well. A wise 
dealer looks for BOTH QUALITIES. 


Write, wire or phone for details, — if your territory is open, you'll 
find out something very interesting. 


GIBSON 


CORPORATION 
ment 


GREENVILLE, MICHIGAN) 

Export Sales Depart Pacific Coast Divisional Sales Office 
201 North Wells Street Los Angeles Furniture Mart 

Chicago, Illinois 2155 East Seventh Street 
Cable Address: Gibselco 


Los Angeles, California 


GIBSON FURNISHES A COMPLETE LINE OF COMMERCIAL REFRIGERATING MACHINES 
..+ For Unwired Homes —The GIBSON KEROUNIT (Kerosene Burning Refrigerator 
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Walter T. Haynie, former vice 
president of the Conlon Corp., 
Chicago, has joined the 
Blackstone Mfg. Company of 
Jamestown, N. Y., in charge 
of sales in the midwest. 


Paul D. Sowell who resigned 
as advertising and sa'es pro- 
motion manager of Leonard 
recently has joined Montgom- 
ery Ward, Chicago, as head 
of refrigerator merchandising. 


Rew Pasitions of the Month 


Blackstone 


Walter T. Haynie, formerly of the 
Conlon Corp. of Cicero, Illinois—makers 
of Conlon washers and ironers—is now 
with the Blackstone Manufacturing Com- 
pany of Jamestown, Y., in charge of 
sales for Illinois, Wisconsin and Mis- 
souri. 

Mr. Haynie was one of the organizers 
of the Conlon Corp. and was an officer 
and director when he resigned on Octo- 
ber 31st, 1936. He is well acquainted 
with the trade all over the country. 


G-E Cleaners 
Lloyd G. Hertzler, for the past five 


years manager of The Merchandising 
Bureau and Contractor Dealer Division 


_ of The Electrical Association of Phila- 
delphia, has accepted a position as Dis- | 


trict Sales Manager, Vacuum Cleaner 
Division, General Electric Company, At- 
lantic District, with headquarters in The 
Mitten Building, Philadelphia, Pa., ef- 
fective January 16th, 1937. 

Through his connection with The Elec- 
trical Association of Philadelphia, Mr. 
Hertzler was most active in the develop- 
ment of various cooperative promotional 
campaigns directed towards the stimula- 
tion of sales gf’ yarious major electrical 


| appliances, through manufacturers, dis- 


tributors, dealers, and the utility com- 
pany in the Philadelphia metropolitan 
territory. 


Apex 
R. E. Kortepeter, for the past ten years 
sales manager for the Apex Rotarex 
Manufacturing Co. of Oakland, Cali- 
fornia, has just been transferred to the 


main office of the Apex company at 
Cleveland, Ohio. 

Because of the splendid record which 
he has made in building up the sale of 
refrigerators throughout the west coast 
area, Mr. Kortepeter has been placed at 
the head of the Refrigeration Division. 
He will direct the activities of this 
rapidly growing department of Apex for 
the entire country. 


Hotpoint 


Announcement of the appointment of 
Harry C. Mealey, a member of the Gen- 
eral Electric Company organization for 
eighteen years, to head the Hotpoint re- 
frigeration division of the Edison Gen- 
eral Electric Appliance Company, of Chi- 
cago, has just been made by R. W. Turn- 
bull, vice-president and general sales 
manager of the company. 

Mr. Mealey’s appointment follows four 
years’ service as manager of Hotpoint 
refrigerator sales in Cleveland before the 
line was merged with other Hotpoint 
major appliances for distribution through 
the Edison General Electric Appliance 
Company. 

Mr. Mealey has been active in the re- 
frigeration field for more than ten years 
and is widely known among utilities and 
dealers throughout the country. He 
joined General Electric in 1919 as as- 
sistant to T. K. Quinn in the Lamp Di- 
vision. In 1923, he was transferred to 
New York where he served for four 
years with the Federal Miniature Lamp 
Division before returning to Cleveland 
as assistant to Mr. Quinn in the newly 
formed refrigeration department. When 
the Hotpoint division was formed in 1933 
he was made manager. 


Ernest H. Vogel, former sales 
manager of G-E's radio divi- 
sion, has been named man- 
ager of the division following 
the promotion of Ralph Cordi- 
_ His job will be filled 


FEBRUARY, 


C. M. Wilson who takes E. H. 
Vogel's place as sales maneger 
of the G-E radio division. He 
was formerly radio sales man- 
ager for the middle Atlantic 
district. 
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Harry C. Mealey, a membe- 
of the General Electric organ- 
ization for the past 18 years, 
has been named head of the 
Hotpoint refrigeration divisio.. 


Montgomery Ward 


New refrigeration merchandiser for 
Montgomery Ward, with offices in Chi- 
cago, is Paul D. Sowell, who resigned as 
advertising and sales promotion manager 
of the Leonard Refrigerator Company in 
Detroit to accept the new position. 

In his new capacity Sowell will be 
responsible for all phases of the mer- 
chandising of the Montgomery Ward re- 
frigerator—improvement of the product, 
facilitation of methods of distribution, 
advertising and sales promotion, a job 
which will extend into the field of em- 
ploye training for the most effective 
promotion of the refrigerators. 

Sowell started in the refrigerator bus- 
iness shortly after beginning work in 
1928 on the Little Rock, Arkansas sales 
floor of 555 Inc., distributors of major 
electric appliances. This work with re- 
frigerators began when the firm added 
its first line of refrigerators, and Sowell’s 
first experience was with the retail end 
of the business from which he was trans- 
ferred to the job of wholesale salesman 
and later to manager of the wholesale di- 
vision of the firm. 

In 1934 Sowell joined the Leonard 
Refrigerator Company and later in the 
same year was made advertising and sales 
promotion manager. His experience has 
thus given him first hand knowledge of 
the entire field of refrigerator merchan- 
dising, wholesale, retail and manufactur- 
ing. 


Jersey Central P. & L. 


B. A. Seiple, general sales manager of 
the Jersey Central Power and Light 
Company, has been named _vice-presi- 
dent in charge of sales, according to the 
announcement of Thomas R. Crumley, 
president. 

The position is a newly created one 
and, in his statement, Mr. Crumley says 
that the appointment was made “in recog- 
nition of the excellent work which Mr. 
Seiple has accomplished during the past 
few years.” 


Mrs. Mary Lowell Schwin, one 
of the foremost economists in 
the electrical field has been 
named director of home eco- 
nomics for Hotpoint, succeed- 
ing Frances Weedman. 


Mr. Seiple’s record as sales executive 
for the company has been an outstanding 
one. He came to Jersey Central in 1928 
from Charlottesville, Va., where he was 
commercial manager for the Virginia 
Public Service Corp. 

His first work was to organize and 
integrate the sales activities of the com- 
pany which previously had been carried 
on largely by the districts. In 1928 total 
sales were less than $600,000, and by the 
end of 1929 were increased to $850,000, 
an annual volume which was maintained 
until the depression year of 1932 when 
sales fell to $596,000. 

By 1935, however, the previous volume 
was not only restored, but sales mounted 
to $893,000 and for 1936, crossed the 
$1,000,000 mark, new records for both 
years. 

Outstanding among the campaigns of 
the past two years has been the sale of 
Frigidaires. In the Spring campaign of 
1935, a six weeks period, 1,726 Frigidaires 
were sold and during a corresponding 
campaign last Spring, sales reached 2,090, 
both of which earned national recognition 
for Mr. Seiple. 


Cc. 


Andrew W. Cruse, formerly Chief of 
the Electrical Division, Department of 
Commerce, resigned to accept appoint- 
ment as assistant chief engineer of the 
Federal Communications Commission. 
William C. Becker is Acting Chief of the 
Electrical Division. 


Norge 


Howard E. Blood, president, Norge 
Division Borg-Warner Corporation, has 
been elected executive vice-president of 
Borg-Warner in charge of operations of 
the various divisions, according to C. S. 
Davis, Borg-Warner president. 

Mr. Blood will also continue in the 
position of president of Norge Division, 
which position he has held since the 


B. A. Seiple, general sa'e; 
manager of the Jersey Cen- 
tral Power & Light Company, 
has been appointed vice presi- 
dent in charge of sales of tha! 
company. 


R. E. Kortepeter, for the past 
ten years sales manager of the 
Apex Rotarex Mfg. Co. of 
Oakland, Cal., has been made 
head of the refrigeration di- 
vision of Apex. 
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eA BUSINESS 
OPPORTUNITY 


in your com- 
munity there is an electrical distributor who knows 
he can increase his business volume and profits by 
adding a new line of quality products. Perhaps at 
the present time, he is looking for an uncrowded 
new field through which to increase his profits. 

This distributor may have in the past pioneered 
in the electrical appliance field. He knows that 
he can do it again in a new field which is just now 
in its infancy—but which has tremendous pos- 
sibilities. 

To this distributor we offer an unusual oppor- 
tunity with a complete line of thoroughly tested 
and recognized high quality Automatic Heat and 
Air-Conditioning equipment. He will be interested 
in our aggressive sales, merchandising and adver- 
tising plan. He will also appreciate the acknowl- 
edged leadership we have built in the Heating, 
Ventilating and Air-Conditioning industry since 
1907. 

Only those with proper financial background and 
marketing ability will be considered. To a dis- 
tributor of this type, who is willing to add a new 
division under a competent and experienced sales 
head, an exclusive franchise for Herman Nelson 
Automatic Heat and Air-Conditioning equipment 
in a sizable marketing area will be granted. 


For complete information write to 


The HERMAN NELSON CORP. 


M oline, 
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HOW MANY TIMES hove you wished 
for a means of strengthening that vital link 
between you and your buyers—the distribu- 
tor’s salesman? 


HOW MANY TIMES hove you sought 
a way to effectively tell your distributors’ 
salesmen how to sell your products—how 
they should work with dealers on displays, 
etc.—and how you are aiding them with 
dealer and consumer advertising? 


Now .... 
THE 


DISTRIBUTOR’S 
SALESMAN 


fills that very need! 


Now you can stimulate sales through a publication de- 
signed for distributors’ salesmen, and edited by men who 
know their problems. 


Every month, THE DISTRIBUTOR'S SALESMAN is read 
by over 3500 specialty distributors and their salesmen. In 
addition, this new service will be bound into ELECTRICAL 
WHOLESALING, and will reach over 5000 electrical whole- 
salers and their salesmen, practically all of whom sell appli- 
i ances. This gives a total distribution of over 8500, at only 
$150 per page, on a yearly advertising schedule. 


1937 IS A SALESMAN'S YEAR, and the extent to which 
he will write orders for your product depends to a large 
q extent upon your selling efforts fo him throughout the year. 
THE DISTRIBUTOR'S SALESMAN offers every appliance 
manufacturer an opportunity to do this job through a con- 
sistent advertising schedule. 


WRITE FOR A SAMPLE COPY AND FURTHER DETAILS 


THE DISTRIBUTOR'S SALESMAN 


A McGRAW-HILL SERVICE 
330 West 42nd Street © New York, N. Y. 
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Rew Pasitions of the Mouth 


acquisition of Norge by Borg-Warner 
Corporation in 1929, and of the Detroit 
Vapor Stove and Detroit Gear and Ma- 
chine Divisions. His activities in this 
connection will continue from the offices 
of Norge Division in Detroit. 


Auto Vent 


Due to the decided increase in volume 
of sales in 1936, the Autovent Fan & 
Blower Company, Chicago, announces 
the following promotions in its person- 
nel and new appointments of representa- 
tives. Tom Brown has been promoted 
to vice-president and general manager, 
while George J. Kalwitz has been pro- 
moted from sales engineer to general 
sales manager. 

Robert F. Ruggles, who has been man- 
ager of the New York office for the 
past few years, has been advanced to the 
position of eastern division manager. 

New representatives recently appointed 
are Frank B. Nimmo, Minneapolis, Min- 
nesota; R. J. Engel, Appleton, Wiscon- 
sin; B. J. Engel, Milwaukee, Wisconsin; 
Industrial Representatives, Peoria, Il- 
linois; Allan T. Shepherd of Richmond, 
Virginia ; Engineering Sales & Service 
Corporation of Louisville, Kentucky, and 
Harold M. Hudson of Seattle, Washing- 
ton. 


Easy 


Thomas J. Litle, Jr., engineering ex- 
ecutive of several prominent companies 
in the automotive industry, has been ap- 
pointed chief-engineer of the Easy Wash- 
ing Machine Corporation, according to 


J. C. Nelson, President of the Easy 
company. 
Mr. Litle has been chief-engineer of 


the Lincoln and Marmon motor car com- 
panies, vice-president of the Holley Car- 
buretor Company of Detroit, and is past- 
president of the Society of Automotive 
Engineers. 


Radio Specialty Co. 


Vernon Maurer, formerly of Maurer- 
Greusel Company, Milwaukee, has joined 
the Radio Specialty Company of Mil- 
waukee as vice-president in charge of 
refrigerator sales, according to Alvin 
Van Antwerpen, general manager of the 
company. The firm distributes Norge ap- 
pliances and Philco radio. 


Fluid Heat 


According to W. F. Brannan, Presi- 
dent of Anchor Post Fence Co., several 
additions and changes have been made in 
the Fluid Heat sales force for 1937. Of 
the new men Marvin L. Atkins has been 
assigned to the Long Island territory, and 
Allan F. Fitzpatrick to Maryland and 
Virginia. J. W. Stallings has been trans- 
ferred from Baltimore to Philadelphia. 
Frank J. Spath has been transferred from 
the Fence Division to the up-state New 
York territory with headquarters in Al- 
bany. A. Blaeser continues in the north- 
ern New Jersey territory while D. G. 
Day remains in the New England states 
as before. Frank P. Harbin is sales man- 
ager of the Fluid Heat Division. 


Hotpoint 


Announcement of the appointment of 
Mrs. Mary Lowell Schwin, one of the 
foremost home economists in the electrical 
field, as director of the home economics 
department of the Edison General Electric 
Appliance Company, has just been made 
by R. W. Turnbull, vice-president and 
general sales manager of the company. 

Mrs. Schwin received her Bachelor of 
Science degree at Simmons College, Bos- 
ton, in 1928, and her Master's Degree at 
the University of Colorado in 1929. She 
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joined the home economics staff of the 
Edison General Electric Appliance Com- 
pany in 1930, and, in a few months of 
service, made such an outstanding record 
that she was selected from the staff of 
thirty-five home economists for the posi- 
tion of Assistant Director of the depart- 
ment. 

As head of the Hotpoint home economics 
department, Mrs. Schwin will direct the 
activities of the entire staff of field home 
economists for the entire Hotpoint line, 
including the Hotpoint range, water 
heater, refrigerator, dishwasher, home 
laundry equipment and heavy duty equip- 
ment. 


Triumph 


J. P. Kennedy, formerly an account 
executive for The Fensholt Company, 

was named Sales and Advertising Man- 
ager of the Triumph Manufacturing 
Company of Chicago effective January Ist. 

In his new position, Mr. Kennedy ex- 
pects to develop the direct-to-dealer sales 
policy of the Triumph Manufacturing 
Company and seek new markets for radio 
and electrical instruments. 


Kelvinator 


Appointment of F. G. Hulburd as assist- 
ant to the director of utility sales for 
Kelvinator Corporation has just been an- 
nounced by H. W. Burritt, vice president 
in charge of sales. Mr. Hulburd, who 
has been connected with the commercial 
sales division for some time, will assist 
Campbell Wood, director of utility sales. 


Crosley 


A new department which will assist 
distributors organize and train their sales 
organizations has been formed by the 
Crosley Radio Corporation, Thomas W. 
Berger, general sales manager, announced 
today. This department will be headed 
by William C. Stoner who has had many 
years experience in the electric appliance 
industry. For a number of years he was 
with one of the large manufacturers of 
washing machines and later with two 
well known distributors of electric re- 
frigerators. 

Mr. Stoner, who has been Crosley dis- 
trict manager in Missouri, Kansas and 
Colorado, will be succeeded by H. A. 
Armbright. Mr. Armbright has had a 
wide sales experience with electric 
washers, refrigerators and vacuum 
sweepers on both the east and west coasts. 
In addition to his previous connections 
with manufacturers and distributors, he 
has had a background of successful ex- 
perience as a retail salesman and knows 
the dealer's problems as well as those of 
distributors. 


Stanley Distributing 


William Gaston has been named sales 
manager for the Stanley Distributing 
Corp., Crosley distributor, St. Louis, it 
was announced this week. Mr. Gaston is 
well known in the St. Louis territory 
where he has made an outstanding record 
in the distribution of electric appliances 


Maxon, Inc. 


Les J. Sholty, manager, Chicago office 
of Maxon, Inc., Detroit, has been elected 
a vice- -president of the agency by the 
ag according to an announcement 
by Lou R. Maxon. As executive on the 
Hotpoint advertising account Mr. Sholty 
supervises the national advertising 0! 
Hotpoint electric ranges, refrigerators, 
laundry equipment and dishwashers. Mr. 
Sholty is widely known in the electrical 
and advertising fields. He has been Chi- 
cago manager for Maxon for the past five 

years. 
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* For over one-third of a cenfury. Meadows 


” has maintained its position as pioneer and 
SSist- 


PBEAUTY. OF * Two-and-a-half years ago, Meadows own- q | 
aa ; the Electric Household Utilities Corporation 
and is now a wholly owned and operated 
subsidiary. * Upon this solid foundation, 
our present growth has been strong ‘and 
steady: * The new 1937, line is.universally 
agréed to be’ second to none. * We urge 
dealers and distribufors to investigate - ~- + 
the ‘Valuable franchises still available. | 


THE MEADOWS CORPORATION 
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INVESTIGATE OUR 
EXTRA PROFIT 


NEW 1937 DAYTON FEATURES 
NEW Streamline Cabinet 

. NEW Aut tic Tray Rel 

. NEW Bin for Dry Vegetables 

NEW Removable Shelf Sections 
NEW Shelves spaced for tall bottles 
NEW Basket Type Bottom Tray 
NEW Streamlined Cooling Unit 
NEW Vegetable Freshener. Drawer 
NEW Space for Fast Chilling 


: . And Many Others Too Numerous 
To Mention 


Buying direct from the Dayton factory offers the combination of a 
complete line of DeLuxe and Standard Models with merchandising 
policies which increase your profits. Write for complete details. 


HEINZ & MUNSCHAUER 
16 SUPERIOR ST., BUFFALO, N. Y. 


PY = 


ADVERTISING 


REACHES AND SELLS ALL 
WORTH-WHILE APPLIANCE 
DISTRIBUTORS AND DEAL- 
ERS. WRITE TODAY FOR 
COMPLETE ADVERTISING 
DETAILS 


ELECTRICAL MERCHANDISING 


330 W. 42nd St. 
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Executive and sales personnel of the recently merged G-E Supply Corp. of 
Dallas and Electric Household Appliances, Inc. 


G-E SUPPLY CORP. AND G-E 
DISTRIBUTOR IN DALLAS MERGE 


DALLAS—The General Electric Sup- 
ply Corporation, and Electric Household 
Appliances, Inc., Texas distributor of GE 
refrigerators, ranges, dishwashers and 
disposalls, merged recently. 

The newly consolidated unit will be the 
largest regional branch of the General 
Electric Supply Corporation in both size 
of territory and dollar volume of busi- 
ness. Construction of an addition to the 
General Electric building in Dallas, to 
house the Corporation’s headquarters of- 
fices, will be started immediately. Branch 
offices will be continued at San Antonio. 
Houston, Ft. Worth and Abilene. 

Glen Wasson, former head of Electric 
Household Appliances, Inc., and more re- 
cently in charge of the National Re- 
frigeration Division of the Supply Corpo- 
ration, will be in charge of the Texas 
District. 

In charge of appliance sales will be 
O. D. Miller, president of Electric 
Household Appliances, Inc., at the time 
of consolidation. H. R. Worthington, 
long connected with the GE Supply 
Corporation, will have charge of small 
appliance and supply sales. Advertis- 


Two New Kelvinator Distributors 


DETROIT, MICH.—Appointment of 
two new Kelvinator distributors has just 
been announced by J. A. Harlan, Com- 
mercial Manager. 

The Canada Dry Ginger Ale, Inc., 122 
East 42nd street, New York, has been 
appointed liquid cooling distributor for the 
sale of beverage cooling. Macatee, Inc., 
2907 Jacinto, Dallas, Texas, has been 
appointed automatic heating and air con- 
ditioning distributor for Dallas and 
vicinity. 


ing and sales promotion will be directed 
by Wm. I. Wilt, who served in a similar 
capacity for Electric Household Appli- 
ances. 

At the time of the consolidation, Elec. 
tric Household Appliances, Inc., was 
leading the nation in the Refrigerania 
Election Campaign, conducted by the 
Specialty Appliance Division of the Gen- 
eral Electric Company of Cleveland. 
Heating devices and supplies are ex- 
pected to fall during the coming year 
before the onslaught of the new sales 
organization. 


Kelley - How - Thomson Ap- 
pointed Stewart-Warner 
Distributors 


The Kelley-How-Thomson Company oi 
Duluth, Minnesota, one of the oldest and 
largest distributors of radios and re- 
frigerators in the northwest, will handle 
Stewart-Warner products exclusively as 
of the first of the year, according to an 
announcement just released. 

In notifying their dealer organization 
of this change, Mr. R. C. Barnes states: 
“Our decision was reached only after long 
and careful investigation—only after be- 
ing definitely convinced that it would 
place our dealers and ourselves in a more 
profitable and advantageous position in 
the merchandising of refrigeration and 
radios. 

“As in the past, we will maintain com- 
plete sales and service organizations and 
full stocks of refrigerators at Duluth, St. 
Paul and Bilings. Deliveries will start 
from all three points about the first of 
January.” 


Fair. 


i> 


The electrical industry in New York are getting going on the 1939 World's 
Meeting with Grover Whalen, Fair president, are seated: F. C. Jones, 


Okonite Co.; Frank Ketcham, president, Graybar; Floyd L. Carlisle, chairman of 
the board, NY Edison and Consolidated Edison; Mr. Whalen; John P. Hogan, 
chief engineer of the Fair; T. K. Quinn, president, Maxon, Inc.; D. Youngholm, 
Westinghouse, vice-president; Walter Robbins, General Cable Corp. Standing: 
Wylie Brown, president, Phelps-Dodge; Howard A. Flanigan; Judge C. W. Apple- 
ton, G-E vice president; H. D. Kersey, president, Anaconda Wire & Cable and 


W. J. Donald, NEMA director. 
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The Utah Power and Light Company 
is. planning ah electric range campaign 
to last for sixty days, starting January 25. 
A $25 trade-in allowance on ranges of 
competitive fuels is offered, regardless of 
who sells the range. In case of a dealer 
sale, the dealer is to meet $5 of this 
amount, the power company the remain- 
The utility's home service women, to 

number of 46, are to be available to 

a. rating dealers for group demonstra- 
tions to prospects. Emphasis is also to 
be placed upon electric water heaters, for 
which the power company’s offer of a $5 
installation charge (including both wiring 
and plumbing) remains in effect. 


Utah’s fall portable lamp campaign re- 
sulted in the sale of 2,204 LES. lamps ; 
1,997 other portable lamps; 1,173 pin-it- 
ups, kitchen units and other specialties ; 
and 4,763 other fixtures, during the two 
months of October and ‘November. 


Some 200 women attended the 2-day 
cooking school held by the dealers and 
the Utah Power and Light Company at 
Evanston, Wyoming on December 3 
and 4. 


Rate reductions representing a saving 
to customers of approximately $50,000 a 
year are announced by the Southern Colo- 
rado Power Company, applying to dis- 
tricts outside of Pueblo. Pueblo enjoyed 
a rate reduction some time ago. The new 
rates apply to both domestic and com- 
mercial lighting customers. 

eee 


Tooelle, Utah electrical dealers 
achieved the distinction of selling more 
refrigerators per capita than those of any 
other community on the Utah Power and 
Light Company’s system. Part of this 
achievement is credited to a “Buy At 
Home” campaign staged this fall, during 
which they pointed out by dodgers 
printed in different colors, the advantages 
of local shopping. 

Spokane, Wash. reports four new ap- 
pliance dealers who have opened for busi- 
ness during recent months. Ken Sheri- 
dan, J. W. McKain and wife, J. R. 
Penning and H. A. Travis are the new- 
comers to the electrical field. 


Free energy for Christmas street dis: 
play lighting in the business districts of 
the towns it serves was again offered this 
year by the Utah Power and Light Com- 
pany. This service is extended from 
Dec. 1 to Jan. 3. It does not apply to 
lighting of buildings, nor is any equip- 
ment used in making the displays sold 
by the power company. 

A series of radio farm talks are again 
being sponsored by the British Columbia 
Electric Railway Company this winter, 
whose prime purpose is the stimulation of 
the use of electricity on the farm. A 
school of the air, with prize letter con- 
tests is to be a feature of the program. 

s 

Following a custom started in 1920, 
Fresno, Calif. this year enjoyed a three- 
mile lane of lighted trees as a holiday 
feature. The opening was marked by 
music from trumpeters in an airplane 
which flew low over the boulevard. 

A 10-page gift supplement, devoted al- 
most exclusively to electrical appliances, 
was an early December feature in the 
Fresno Bee of Fresno, Calif. 

eee 

The Southwestern Furniture Company 
of Ogden, Utah reports the recent sale of 
electric ranges at the rate of seven in one 
week. From Los Angeles comes the ac- 
count of the Price Bros. (Edward, Wil- 
liam and Charles) who stepped up range 
sales from four sold in one month to 21 


WEST COAST NEWS FLASHES 


sold in the month following and who 


promise to keep up to the new standard. 


Low division in the LES. Better Sight 
lamp sales being conducted by the Wash- 
ington Water Power Company of Spo- 
kane, Wash., has the unenvied privilege 
of entertaining “Violet,” the company 
goat, while the manager of the division 
with high quota percentages for each 
month may display the beautiful trophy 
awarded for success in making sales. 
“Vi'let” is so unpopular with the boys 
that the former holder has been known 
to travel several hundred miles in order 
to deliver her to her new guardian at 
four o’clock in the morning of the day 
his sentence is to begin. 

Application for a new low schedule of 
domestic rates has been made by the 
San Joaquin Light and Power Corp. to 
be effective February 1. Fresno and 
Bakersfield, California, under the new 
rates will enjoy electricity at 3.6 cents for 
the first 35 kw.-hr., as against a former 
rate of 4 cents for the first 40 kw.-hr. 

After the Pelton Motor Company, 
Dodge dealer of Los Angeles, installed 
a complete system of flood lighting, night 
used car sales jumped promptly from a 
former average of 285 cars monthly to 
560 the first month after the installation. 
Increased sales necessitated the employ- 
ment of 14 additional salesmen to handle 
the business. 

The beginning of a campaign to stim- 
ulate better standards’ of home wiring 
throughout southern California has been 
launched by the Electrical Development 
league in the Wilshire district of Los 
Angeles. Ten electrical contractors of 
this area are cooperating with the League 
in contacting 3,120 consumers in this 
drive. A folder mailing piece mailed to 
each home is to be the initial gun in 
this campaign. A return postcard will 
offer an opportunity for the interested 
customer to indicate the particular type 
of wiring in which he is _ interested. 

All participating in the campaign will 
work with a uniform price structure and 
will be prepared to give immediate esti- 
mates as to the cost of any piece of work 
to be done. A financing plan has been 
arranged with a large local bank, by 
which customer may pay for the work 
on a monthly basis. If the campaign 
works out successfully it is hoped to 
extend a similar plan to other sections 
of the district served by the League. 

December was a month of electrical 
expositions throughout the territory 
served by the Electrical League of Colo- 
rado and the Rocky Mountain Electrical 
Association. Pie baking contests, baked 
on the premises in electric roasters of 
various makes, were features of all the 
exhibits. In Denver attendance reached 
a figure of 15,000 during a five-day 
period. Although no soliciting was done 
during the expositions, one exhibitor 
reported the sale of 25 roasters within 
one hour, as the result of interest in 
the pie-baking feature. 

“The Present With a Future’ was 
the catchy headline under which the 
Electrical League of Utah sponsored a 
page of cooperative pre-Christmas ad- 
vertising in Salt Lake papers. 

“Free use of an Easy ironer” was 
offered to customers of Buford’s of 
Fresno, Calif., for one day only during 
December. They were asked to bring 
in “hard to iron” clothing and were 
promised assistance by a demonstrator 
from the factory. 


$20 electric water heater was 
offered free with every Monarch elec- 


(Continued on page 82) 
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BEARS CLOSE INSPECTION 


That beauty and established quality team up well together is proved 
by the interest indicated in the new One Minute line at the Furniture 
Market. The trade seemed to sense the sales appeal of ‘America’s 
Most Beautiful Line of Washers” and instantly responded with orders. 


Since 1898 One Minute has been manufacturing quality washers, 
and now has been added beauty, so outstanding it has instantly been 
accepted as the current mode in modern washer design. 


Modernistic, streamline design is apparent in every detail of these 
fine washers. There is a beautiful sweep of legs, modernistic design 
of enclosed wringer post and head. Wringers are masterpieces of 
design and efficiency. Beautiful porcelain tubs enclose the largest 
aluminum agitators used on any washer. .In every detail One Minute 
Beauty reveals real quality and the finest engineering available, 


All models available with latest type 

Briggs & Stratton engines. Contact 

us at once for details of this profit- 
making line of beautiful washers. 


One Minute Washer Co. 


NEWTON,IOWA 
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ANNOUNCING | 


A NEW STANDARD OF FOOD PRESERVATION 


The new Low-Temp Rollator Refrigerator sets an entirely new standard of food 
preservation for the home. It is as big an advance over ordinary mechanical re- 
frigeration as was the first electric refrigerator over the old-fashioned ice box. 
@ Maintaining temperatures below 40°—allowing foods to 
retain natural moisture—keeping foods “PRIME FRESH” 
2 to 5 times longer through the combination of /ower 
temperatures and sigher humidity—the Low-Temp Norge 
actually uses no more current than the ordinary electric 


refrigerator. @ And every advantage of this amazing new 
refrigerator can be demonstrated and proved. 
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ON ROLLATOR 
COMPRESSION UNIT 


FOLLOW-UP TO RE- 
FRIGERATOR SALES 


For the Norge dealer, a list 
of refrigerator owners is a 
list of range prospects. 
Norge Ranges—both gas 
and electric—are designed 
to harmonize with Rollator 
Refrigerators in style, to 
match them in convenience, 
dependability, economy. 
The line is set up to pro- 
vide you with a wide selec- 
tion to sell from—a small in- 
ventory to stock, 
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High quality products now improved—with new __ prospects for 1937 are, by a wide margin, the best 


and even more attractive features... sales records of a long succession of good years. Norge sales- 
broken year after year—the marvel of the appliance — men, Norge dealers, Norge distributors—successful 
industry ...a larger, more aggressive advertising though they are and have been in the past—have 


and merchandising program based on methods that —_wever been in as good a spot as they are right now. 
are sure-fire... the Norge selling organization’s Join the Norge Profit Parade yourself—today! 


Write Today sss Year after year, Norge has prophesied, “Next year 
will be the biggest Norge year to date.” And the prophesy has come true 
every year! With improved products—a record of progress—a new, sure-fire 
program—the Norge prospects for 1937 are better than ever before. 
Liberal finance plans make it easy to be a Norge dealer. Write for details. 
NORGE DIVISION Borg-Warner Corp., 606-670 E. Woodbridge St., Detroit, Mich. 


NORGE 


hes Value 
HOME APPLIANCES 


ROLLATOB REFRIGERATION (Domestic and Commercial) « GAS AND ELECTRIC RANGES oe 
WASHERS AND IRONERS « WHIRLATOR OIL BURNERS ¢ GAS BURNERS ¢ FINE-AIR 
FURNACES « COAL STOKERS « AIR CONDITIONING e« CIRCULATOR ROOM HEATERS 
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DISTINCTIVE 
HOME LAUNDERING 


EQUIPMENT 
NORGE AUTOBUILT WASHER. .. With its back- 


ground of Borg-Warner fine engineering, the 
Norge Autobuilt Washer is a truly high quality 
mechanism—designed and built to give years of 
service without service troubles. There are five 
basic models in the line, with easily-demonstrated 
“selling-up” advantages. Models are available 
either with pump or quick-opening drain. Three 
models are available with gasoline motors. 


NORGE DUOTROL IRONER... The Norge line 
of ironers will enable any dealer to get his full 
share of ironer business. Models are designed 
and priced to make it easy for the salesman to sell 
up—yet to meet price competition if necessary. 
All models are designed to harmonize with Norge 
Washers—an additional selling advantage. 


HEATING AND AIR CONDITIONING EQUIPMENT 


Norge is years ahead in efficient, economical, dependable 
heating and air conditioning equipment for homes. Tests 
prove this—and you can prove it to prospects. Norge has 
a full line of equipment for all types of fuel. 
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is Domestic Sales Manager 
ef Combustioneer. Thou- 
sands of dealers know him 
as one of the pioneers in the 
Electric Appliance Industry. 


AUTOMATIC COAL BURNER FRANCHISE 


PAYS EXTRA DIVIDENDS 


Combustioneer dealers everywhere 
are proving with trial balances that 
their franchises pay double the divi- 
dends of any product they ever sold. 
Here's why: 


1. Combustioneer pinch hits during 
lean profit months. It helps you keep 
your good selling men. 


2. Exclusive franchises may be ar- 
ranged. 


3. There are no trade-ins to cut your 
profit. 


& You get national magazine 
advertising help and factory 
paid newspaper advertising in 
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your own town. 

5. You get a proved, practical, com- 
plete selling program, primed with 
dealer profits. 

Add these facts together and you have 
some idea of the reason why Combus- 
tioneer Automatic Coal Burner Fran- 
chise pays extra dividends. But don't 
be satisfied with less than the com- 
plece story of how Combustioneer 
dominates for dealer profits. Write us 
today to have a representative call on 
you. Address, Combustioneer 
Division of The Steel Prod- 
ucts Engineering Company, 
Springfield, Ohio. 


tric range sold by Schoenfelds’ of Seat- 
tle, Wash., during a few days’ sale held 
during December. 

* * * 


A_ 60-day free trial on electric water 
heating is again being featured by the 
Utah Power and Light Company. A 
similar offer last year brought no re- 
verts. 


Cold weather in northern California 
has appropriately been met by a January 
advertising campaign on electric heaters, 
led by the Pacific Gas and Electric Com- 


ny. 

The “Big 4 of Home Convenience,” 
refrigerator, range, ironer and water 
heater, were featured by the Fresno 
Electrical Appliance Society in recent 
advertising. Included in the copy were 
figures which showed that more than 
55 per cent of electrically wired homes 
in the San Joaquin Valley of California 
have electric refrigerators and that the 
number of these appliances in use in 
this district has doubled in less than 
three years. Fourteen per cent of these 
homes have electric ranges and 8 per 
cent electric water heaters. Some 1,395 
ironers were sold in this district in the 
twelve months ending Oct. 31, 1936. 


Sacramento is the latest community 
on the Pacific Coast to add a W.P.A. 
domestic help training center, where in 
eight weeks the girls are taught pro- 
ficiency in all household methods, in- 
cluding use of electrical equipment in 
laundry, kitchen and home cleaning. 
Special attention is given to the use of 
modern appliances for, as the officials 
of the training center believe, the people 
who can afford to hire domestic help 
are the ones whose homes will be 
thoroughly equipped with electrical con- 
veniences. 

* 


First prize in the dealer class in the 
electric buffet service month window and 
interior display contest went to the Ott 
Hardware Company of Santa Barbara, 
Calif. 

*x* 


WwW ‘ith the slogan “Streamlining Prog- 
ress,” the spring Market Week of the 
Western Furniture Exchange at San 
Francisco is to feature up-to-date de- 
signs and sales methods. Dates are set 
for the week of Feb. 1-6. 1937 models 
of electrical and radio equipment will 
be displayed and a radio and electric 
trade dinner will be a feature of the 
occasion. 


The entire civic auditorium of San 
Jose, Calif., is to be occupied by the 
electrical industry of that community 
from April 5 to 10 in another of their 
successful annual expositions. In addi- 
tion to the regular exhibits in the main 
hall of the building, a cooking school is 
to be conducted in the theater space 
afforded, and a second smaller hall is 
to be devoted to a complete exhibition of 
commercial equipment. 


Because so many guests demanded 
outlets to take care of their electric 
shaving equipment, the Sir Francis 
Drake Hotel of San Francisco has re- 
cently rewired the 600 bathrooms of the 
hostelry to provide this extra conveni- 
ence. 


* * 


Regulations governing apprentices as 
fixed by the provincial government of 
3ritish Columbia now apply to all 
branches of the electrical industry. In 
addition to the fields of electrical con- 
tracting, engineering and power plant 
operation, wage scales for beginners in 
the field of servicing current consuming 
appliances are now also fixed. In the 
new classification they start at $6 per 
week, increasing by $2 every six months, 
over a 3-year indenture period. 


One Sunday ad announcing a special 
sale of refrigerators sold an entire car- 


FEBRUARY, 


load of them by Thursday of the same 
week for Sears Roebuck and Company 


of Salt Lake City. And a demonstra- 
tion of waffle irons, toasters and grills 
sold sixty of them each afternoon for a 
three day period for the same store 


* * 


An electric refrigerator campaign 
will again be on the schedule for the 
Electric Appliance Society of Northern 
California this year. Recent figures 
show that 1936 efforts of this organiza- 
tion brought about the record sale of 
48,000 boxes, having a retail value of 
over $8,000,000 in Pacific Gas and Elec- 
tric Company’s territory. During the 
past year there were two special cam- 
paigns conducted by the refrigeration 
industry in this section which effectively 
proved that unit sales of refrigerators 
can be increased considerably, regardless 
of season, by extra promotional effort. 
A 50,000 unit quota has been set for 1937, 


* * * 


A travelling exhibit of domestic and 
power appliances for farm use has been 
adopted by the Agricultural Extension 
Division of the Oregon State College 
for use at the smaller county fairs. The 
equipment is carried in a trailer coach, 
adapted from a former G.E. travelling 
kitchen, which is also provided with a 
canvass marquee, so that part of the 
display can be made out-of-doors. Aside 
from appliances used in the home, equip- 
ment displayed includes a 5-hp. portable 
motor, a direct connected motor driven 
irrigation pump, a shallow well water 
system, a small deep well pump, samples 
of irrigation pipe and_ revolving 
sprinklers a motor driven hammer mill, 
a green feed chopper with electric drive, 
an electrically operated egg cleaner, an 
egg room humidifier, a kit for construct- 
ing an underheat brooder, an automatic 
timer for poultry house lights, a poultry 
water heater, a soil heating kit for con- 
structing a hot bed, and an electric fly 
trap. A cost meter is included in the 
exhibit which shows the cost of opera- 
tion of any of the domestic appliances on 
display. Over 33,000 people have visited 
this exhibit during the past year while 
it was on display at the State Fair and 
at three county fairs. 


* * * 


An estimate of 86,000 attendance is 
fixed for the successful 5-day Christmas 
Exposition held by the San Diego county 
Bureau of Radio and Electrical Appli- 
ances, Nov. 28 to Dec. 2. Among the 
concrete results reported are the sale of 
$1,656 worth of refrigerators from the 
floor by one exhibitor alone. A sewing 
machine exhibit wrote contracts for fif- 
teen machines, totalling $1,688.87. 
Dealers who displayed equipment co- 
operatively at the booth of one distribu- 
tor reported sales of more than $3,000. 
Active interest in electric ranges was 
shown and seven or eight range sales 
were made during the exhibit period. 
Publicity consisted of newspaper broad- 
sides and radio broadcasting, plus 
illumination of a half mile of trees which 
lined the driveway leading to the ex- 
hibition hall. Entertainment was pro- 
vided afternoon and evening, with prize 
drawings at 4 p.m. and at 9:30. A num- 
ber of non-commercial exhibits, such as 
the safety exhibit of the city inspection 
department and the excellent Better 
Light-Better Sight booth attracted fully 
as much interest as the floor show. J. 
Clark Chamberlain is managing director 
of the Bureau. 


x * * 


Word comes from Utah that the Cache 
Valley Electric Company has been gain- 
ing some excellent publicity through an 
Amateur Stage contest which they have 
been sponsoring every week jointly with 
a local moving picture theater. Six acts 
are staged every week for ten week: 
the winners of each week competing 1" 
the final for a free trip to Hollywood 
Weekly cash awards are made to th 
best three acts. A special contest for 
children under fourteen years of age 
planned for the near future to take care 
of the many applicants in this class which 
have been offered. 
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Among the stores of Portland, Ore., 
which have expanded or added additional 
branches during recent months are the 
tlunter Radio and Appliance Company 
(new branch), Terminal Electric (larger 
quarters), and the Newman Radio and 
Electric Co. with a new branch. 


Green River, Wyoming recently staged 
a public cooking school, sponsored by 
the electrical dealers of the community 
with the assistance of the home service 
representative of the Utah Power and 
Light Company. The school lasted two 
days and included practically every 
housewife in town. 


The Crystal Bottling and Furniture 
Company of Logan, Utah, under the 
direction of Lorin Haws sold three 
hundred and eleven per cent of quota 
during an August refrigerator campaign 
and thereby won first prize of $50 from 
the Westinghouse Electric Supply Com- 
pany of that district. 


The Cache Valley Electric Company’s 
cowboy entertainers at the Cache Coun- 
ty Fair brought a crowd of listeners to 
examine the radio sets on display at 
their booth. 


William H. Grove takes over the po- 
sition of general sales manager of the 
Central Arizona Light & Power Com- 
pany, with headquarters at Phoenix. 
For the past several years he has been 
manager of the Public Utilities Con- 
solidated Corp. 


D. B. Leonard is the new commercial 
manager of the Pacific Power and Light 
Company of Oregon and Washington. 
This is a newly created position to co- 
ordinate load building activities of the 
company. Guy E. Davis, formerly mer- 
chandise manager, is henceforth to be 
known as domestic sales supervisor, in 
charge of domestic sales. 


The Southern California Edison 
Company’s Electric Home Institute, fol- 
lowed on the air by thousands of women 
in the vicinity of Los Angeles, recently 
staged a radio conducted canning con- 
test, which brought in hundreds of en- 
tries. Mary Holmes conducts the course, 
which is to be heard every Monday and 
Friday morning over KNX. 


A series of radio playlets under the 
general title of “The Home Builder's 
Scrap Book” have been bringing the 


message of adequate wiring to the citi- 
zens of San Diego County, Calif. on 
Sunday of each week. These programs, 
which are sponsored by the Bureau of 
Radio and Electric Appliances tell the 
connected story of a young couple who 
are building their own home. At the 
end of each broadcast a list of local 
homes which have been checked by the 
Red Seal representative of the San 
Diego Consolidated Gas and Electric 
Company and found to be adequately 
wired is read, so that visitors may locate 
them easily. Among results already 
noted from this program is the effort 
being made by speculative builders to 
have their homes included in the honor 
list. Homes that have been certified as 
adequate are placarded with a Red Seal 
label. Then a small card is placed on 
each outlet which reads “The Door to 
Cheap Service. Easy to Install. Ask 
Your Electrician.” 


Remodeling of branch offices of the 
Idaho Power Company is going on apace, 
with interesting use of glass brick in 
both lighting and decorative effects. In 
Pocatello the entire front walls of the 
office are constructed of a glass brick 
which transmits 70 per cent of the light 
in a diffused effect of radiance. This 
permits effective night display with a 
minimum of lamps, as well as color 
changes for special occasions. Windows 
are backed with micarta trimmed with 
aluminum. Glass brick, black glass and 
white metal also have transformed the 
Emmett office, which is illuminated en- 
tirely from wall coves with no over- 
head fixtures at all. A _ semi-circular 
counter of glass bricks with colored 
lights below is a feature of this office. 
All old-time wooden structures and trims 
have been eliminated, and air conditioning 
has been installed throughout. The Pay- 
ette office is also undergoing modernizing 
treatment. 


“A store is known by the company it 
keeps,” writes T. J. Burford of Fresno, 
Calif., as a headline for his advertising, 
and proceeds to list the names of na- 
tionally known appliances which he car- 
ries. He goes on to admit that his store 
is located in a light traffic location, 
but adds, “Did you ever stop to think 
that there are certain advantages, too, 
in being off the main street?” Low 
overhead, more floor space, better dis- 


play, storage and service space are 
among the advantages he lists. He an- 
nounces something more than 27,000 


customers on his books. 


The largest single order for electric ranges ever placed has just been signed by 
Harold Ickes, Public Works Administrator, and handed to A. D. Byler, vice presi- 
dent of the Edison General Electric Appliance Company. The order is for 7,802 
Hotpoint ranges for installation in slum clearance projects in twelve American 


cities. 
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Greist 
WHITE 
KNIGHT 


Looking for a sales-success in a desk lamp? 


Here it is—a proven success! In less than two 
months hundreds of dealers everywhere ordered—and at once re- 
ordered. Country-wide acceptance almost overnight! White Knight 
already has taken leadership in the office lamp field. 

Why? Because White Knight has exclusive selling features. It is the 
only desk lamp with a Celestialite luminaire—and only Celestialite 
provides a white, glareless light that’s filtered through triple glass. 

White Knight has real, definite talking points. White Knight pre- 
vents eye strain. White Knight delivers the proper quantity and qual- 
ity of light. White Knight is good looking—conservatively modern. 

If ever there wasa sure-fire profit-maker in lamps, it’s White Knight! 
Send the coupon for information on our merchandising program. 


mMopeL 34 (illustrated) finished in Gunmetal and Silver or Statuary 
Bronze and Silver — retail list $13.50... . OTHER MODELS $16.50 


GREIST MANUFACTURING COMPANY 


New Haven, Conn. 


FREE! Send this coupon for details of Free Merchandising Helps 


ADDRESS 


Check here for a 
White Knight at regular — 
trade discounts. Signed 
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Photos at American Washing 
Machine Manufacturers Associa- 
tion Convention January 13, 
Chicago, by Tom F. Blackburn. 


Fred Connerman of the F. D. Milhoan, Chicago 
Blackstone Mfg. Company, manager of the American 


looking up. At the right is Rolling Mill Company and 

R. |. Miner of Mullins. In- Fred Dechant, assistant 

cluded also is part of Ed sales manager of the same 

Doll of Lovell. The camera company, swing their el- ’ 
cut Ed's head off. bows in the best society. 


This photo almost exposes the tonsils of R. D. 
Hunt, vice president of Dexter, as he talks to 
Park Bachman of the Youngstown Pressed Steel 
Company and L. L. Shawber of Westinghouse. 


Red Seaman at the left, has just learned that 
he needs a hair-cut, from William Shaw and 
A. W. Altorfer, president, Altorfer Bros. 


V. J. Mcintyre of Kelvinator is about to be 
given the fraternity grip in honor of his first 
visit to the Association by A. W. Altorfer and ae 
Maurice Broderick, also of ABC. 


Some men look pleasantest while feeding. Here 
we have W. Neal Gallagher, president, Auto- 
matic, Verne F. Hannon, sales manager, Barlow 
& Seelig, and L. E. Shea, Moraine Products 
Company, diving into the food. In the back- 
ground may be seen G. A. Spaulding of Bliss 
& Laughlin, Earl Bremer, Westinghouse, and 
P. J. Eagan, Emerson Electric Mfg. Company. 


A young Libisky appears on the scene—left to 
right are: C. J. Egan, Emerson Electric Mfg. 
Co., Fred A. Libisky and his pop, A. H. Libisky, 
president, Barton Corporation. We coudn't 
place the gentleman at the right but that's 
J. B. Getz, Getz Power Washer Company, with 
his back turned. 


The vittles on this table disappeared into the 
maws of Leo Shea, Moraine Products Co., 
L. M. (Tom) Decker, sales manager of washers 
for Fairbanks-Morse, Earl Bridges, sales man- 
ager, washers, Norge, and Joe Wiley of Norge. 


These sad faces belong, left to right, to Pierce 
Spery, Johnson Rubber Company, |. N. Mer- 
ritt, president, Meadows Corporation, J. S. 
Royal of Johnson, and R. F. White, vice presi- 
dent, Mullins Mfg. Corp. 


Sid Holland of Holland-Reiger looks up to see 
what's going on while Carl Huff of Bliss & 
Laughlin, and Will Dietz, Boss Mfg. Co., con- 
tinue foraging. In background may be seen 
Arch Ward, Verne F. Hannon and W. Neal 
Gallagher. 


2,000,000 Washers— 250,000 Ironers In 1937 
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MISTER JOBBER AND DEALER 
HERE’S YOUR OPPORTUNITY! 


TOP 


GAS-O-LECTRIC 
POWER PLANTS 


Dealers! Jobbers! Send now for discounts and full details on the new 
RED TOP Gas-O-Lectric Power Plants. This is your own exclusive line .. . 
priced for quick sales and big profits. 


Millions of farms, trailers, industrials and features: Combination A.C. and D.C. or 
others clamor for this economical means of D.C. only, fuel tank base, light weight, 
portable, low-cost operation. GoRED TOP 


in 19371 Our complete merchandising plan, 
to operate radios, lights, electrical equip- sales helps, literature, etc., will help you put 


ment and appliances, etc. The RED TOP Line it over. Mail the coupon immediately for full 
fills the bill. Here are some of its outstanding details. 


charging batteries and producing electricity 


COMBINATION A.C.=-D.C. PLANTS 


In one plant—both 110-volts A.C. 300 watts; and 6, 12, or 32-volts D.C. up to 350 watts, for battery charging. 
Generator mounted on engine. Prices from $89.95 up, F. O. 8B. Chicago. The coupon will bring complete details. 


PIONEER GEN-E-MOTOR CORPORATION . . . CHICAGO, ILL 


IN 7937, 


THE COMPLETE EXCLUSIVE DEALER-JOBBER LINE 


PIONEER GEN-E-MOTOR CORPORATION ; 
Dept. No. E-1B, 466 West Superior Street, Chicago, Illinois. 


Please send at once information and discounts on RED TOP Gas-O-Lectric Power Plants. 


NAME 
ADDRESS 
CITY. 
TYPE OF BUSINESS 
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DEALERS | 


FIRST, VOSS gave dealers a complete “Step-Up” Line— 
each model being the outstanding value in its price class. 


NEXT, VOSS gave dealers the most Profitable Franchise 
in the history of the industry. 


THEN, VOSS dealers were offered the best Financing 
and Floor Plan ever developed. 


and NOW ..... 


The GREATEST 
MERCHANDISING 
PROGRAM in the 
WASHER INDUSTRY! 


No greater opportunity for big 
washer profits has ever been 
offered dealers. With the new 
VOSS Consumer Sales PLAN 
you can attract unlimited Pros- 
pects into your store. 


* Bigger 


WASHER 
PROFITS 


Assured by 
a proven 
plan 


* 
Oe tear The success of this PLAN is 
Schedule making VOSS the talk of the 


trade—and with large national 
consumer advertising it will be 
the talk of women everywhere. 
So, get aboard! Join VOSS 
Dealers in the popular swing 
to VOSS. Write for complete 


Brings the details contained in the new 
“WOT PROSPECTS” VOSS Plan Book just issued. 
into your store Don't delay! 


VOSS BROS. MFG. CO.-Davenport, Ia. 
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Public Utility Credit 
Men To Meet in Chicago 


CHICAGO — Public __ utilities have 
scheduled a series of meetings of the 
credit men of the industry during the 
forthcoming Seventh Credit Congress 
of Industry, which will be held in con- 
junction with the 42nd Annual Conven- 
tion of the National Association of Credit 
Men at the Hotel Stevens, Chicago, 
Illinois, June 21 to 25, 1937. , 

This group of credit executives is 
headed by R. W. Forwood, Consumers 
Power Company, Grand Rapids, Michi- 
gan, as national chairman, and A. A. 
Ergens, New York Edison Company, 4 
Irving Place, New York City; Edward 
R. Cullis, Tennessee Electric Power Com- 
pany, Chattanooga, Tennessee; Claude A. 
Parks, Southwestern Gas and Electric 
Company, Shreveport, Louisiana; and 
Albert R. Foster, San Diego Consolidated 
Gas and Electric Company, San Diego, 
California, as national vice-chairmen. 

In addition to a very constructive pro- 
gram pertaining to the credit ills of 
the industry, there will be round-table 
discussions of their experiences in busi- 
ness with the recent enactments of the 
Robinson-Patman and the Social Security 
Acts. This information will not appear 
in book form for many months thereafter. 

R. W. Forwood anticipates the largest 
attendance in the history of the Pub- 
lic Utilities division and urges every firm 
in the industry to send their credit execu- 
tives and make preparations now to at- 
tend. 


Inspectors Publish Booklet on 
Home Safety 


NEW YORK—The Public Relations 
Committee of the International Associa- 
tion of Electrical Inspectors has re- 
cently published a booklet intended to 
advise householders how to use their 
electrical equipment safely. The inspect- 
ors feel that the application of the Na- 
tional Electrical Code, the use of ap- 
proved materials and the services of the 
inspection departments combine to in- 
sure reasonable safety for the permanent 
electrical installation of a house, but 
realize that these precautions frequently 
are nullified soon after the occupants 


move in. Sometimes through careless- 
ness, but more often through ignorance, 
householders bring in non-standard and 
hazardous equipment, fail to keep ap- 
pliances in proper repair, revise make- 
shift extensions and make unskilled re- 
pairs. 

The inspectors believe that most of the 
trouble lies in a lack of knowledge on 
the part of the public in the fundamental! 
principles of electrical safety, and have 
prepared this booklet as their contribu- 
tion to the cause of safety and more 
satisfying use of electricity. 


C.1.T. Office for Wilmington 


Taking cognizance of the marked re- 
covery in business activity in Wilming- 
ton, Delaware, the C.I.T. Corporation, 
national sales finance company, has opened 
an office there. The new C.I1.T. Wilming- 
ton office will be located in the Equitable 
Trust Building, 901 Market Street, and 
Mr. D. W. Pratt is to be in charge of 
dealer service. Mr. Pratt, who went 
with the C.L.T. Corporation in 1933, is 
already well known to business men 
around Wilmington since he has for some 
time been the local C.I.T. representative. 

Mr. G. D. Leffler will be branch credit 
manager. He comes to Wilmington from 
the C.LT. office in Cumberland, Mary- 
land, having been with C.I.T. since 1927. 


Export News 


WELLINGTON, N. Z.—Turnbull & 
Jones, Ltd., of Wellington, New Zealand, 
announce the opening of their new 
Showroom and Offices at Courtenay 
Place, Wellington. This company is one 
of Proctor & Schwartz Electric Com- 
ows ~~ export outlets in handling their 

oastor-Grille and other electric appli- 
ances, and a special display was ar- 
ranged in connection with the opening 
of the new store. 

In addition to the Wellington office, 
Turnbull & Jones also has offices in 
Auckland, Christchurch, Dunedin, Palm- 
erston North and Hamilton. This is one 
of the oldest Electrical Appliance Stores 
and Electrical Contracting Companies in 
New Zealand having been started in 1889 
as a partnership. 


Saturation in Canada 


TORONTO—A recent study of the number of major electrical ap- 
pliances in use among the 475,604 domestic customers of the 
Electric Commission of Ontario shows the extent to which our 
Canadian neighbors are proceeding with home electrification. 
figures for 1934 and 1935 are as follows: 


Hydro- 
The 


Number % of Saturation 
Appliances 
1935 1934 1935 1934 
129 696 | 122,794 | 27.27 26.1 
71 027 | 66,282 | 14.93 14.1 
190 574 | 183,081 40.07 38.9 
Vacuum Cleaners........ 137 ,361 | 134 323 | 28.88 28.1 
Water Heaters, Flat Rate.| 34,653 | 28,994 7.28 6.2 
Water Heaters, Metered..| 41 ,054 36 ,693 8.63 7.8 
31 | 32,607 6.54 6.9 
Air Heaters (Portable) 139 ,041 | 140 505 29.23 29.9 
Ironing Machines........ 7 ,960 6 ,841 1.67 1.45 
444 582 | 439,765 | 93.48 93.6 
Refrigerators............ 59 ,886 | 51 ,309 12.59 10.9 
254 ,295 | 245,283 | 53.47 52.2 
EAS ee 44 387 | 42,869 9.33 9.1 
Furnace Blowers and Oil 
erence 18 ,225 | 12,986 3.83 2.7 
Air Conditioners......... 1 ,158 733 .24 
326 ,805 | 285 440 | 68.71 60.7 
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wonder 
“it's the greatest ‘self-seller’ on the 
market . . . and the program back of 
it gets them in front of a Leonard. 


| LEONARD, DIVISION OF NASH-KELVINATOR CORPORATION © DETROIT, MICHIGAN | 


The manufacturer's guide to 
effective distribution out 
over 2 months earlier this year! 


1937 Edition 


Ready for Delivery 


FEB. 15th 


| Out-of-date information on your wholesalers is more than 
misleading—it's down-right expensive, particularly when up- 
to-the-minute data is now available. 

Several thousand corrections, revisions, eliminations, fer- 
sonnel changes and additions have been made in the 1737 
Verified Directory of Electrical Wholesalers. 54 new houses 
have qualified for listings. 35 houses have been dropped. 
Houses carrying less than $50,000 inventory have been 
classified in three groups, according to size. 


This directory provides sales managers, advertising managers and particularly 
field salesmen with vitally important information on wholesalers’ operations. 
Every man in your organization having any contact or relations with electrical 
wholesalers should have a copy. It will save no end of “sales time” and 
answer day-to-day questions on your problem of keeping your distributor pic- 
ture up-to-date. Order copies today, and profit through “verified” distribution. 


Single Copies $15.00—Additional Copies $7.50 


A SERVICE OF 


A McGRAW-HILL PUBLICATION 
330 WEST 42nd STREET, NEW YORK, N. Y. 
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After a successful meeting at Cleveland where Apex fired the opening gun in 
its 1937 refrigeration drive, district managers and distributors of the Eastern 
Division held a meeting at the Hotel Commodore in New York, Jan. 4. Partici- 
pating executives included: C. W. Smith, general sales manager; J. F. Stephens, 


sales promotion; Ralph Kortepeter, refrigeration manager; R. J. Strittmatter and 
J. C. Bradley. 


Wisconsin Has First 
Rural Electric Show 


MILWAUKEE—When the Milwaukee 
Electric Railway and Light Company 
held their first Rural Electric Show at 
\Waukesha, Wis., recently, they used a 
new stunt to attract people. Over $1,000 
worth of appliances were given away to 
those people who wrote the best answers 
to the question “Why Should Farms Be 
Electrified?” You couldn't write any 
essay, either. Ten words were all that 
was allowed. 

Farmers registered keen interest in 
the electrical aids to agriculture and the 
three-day session saw more than 5,000 
people in attendance. 


California Distributors 
Named By Crosley 


LOS ANGELES, CALIF., Dec. 16— 
The Associated Wholesale Electric Co., 
1111 Santee St., Los Angeles, has been 
named distributor for Crosley products 
in the Los Angeles territory. C. D. 
Russell is president and general manager 
of the company. 

The San Diego Auto Electric Co., 916 
Union St., San Diego, has been named 
Crosley distributor in that territory. E. 
B. Hazie is vice-president and general 
manager. This territory is in charge 
of Paul W. 


sialkowsky, Crosley dis- 
trict manager. 


Leonard 


Announcement has just been made by 
R. I. Petrie, general sales manager of 
the Leonard Refrigerator Co., Detroit, of 
the appointment of W. S. (“Bill”) Tins- 


ley as district manager for the Middle | 
announcement 


Western territory, with headquarters in 
Kansas City, Mo. Mr. Tinsley succeeds 


| 


George B. Gray, who has been transferred | 


to the South Eastern territory, 
headquarters in Atlanta, Ga. 

Mr. Tinsley joins the Leonard organi- 
zation with a background of several years’ 
experience in the merchandising of electric 
appliances. For the past five years he 
has been manager of Moser & Suor, dis- 
tributor of household appliances in Kansas 
City, and for seven years was district 
manager for RCA-Victor for the Middle 
West. 


with 


E.D.L. of S.C. 


A. E. Hitchner has been elected to the 
presidency of the Electrical Development 


| League of Southern California, replacing 


| M. G. 


Sues. Ross Hartley becomes the 
organization’s new vice-president and 
Wm. E. Cranston, Jr., secretary-treasurer. 
New members elected to the board in- 
cluded H. D. Alshuler, Ben Platt, H. L. 
Evans, Graham Holabird, E. V. Kane, 
H. C. Rice and Wm. L. Schlegel. The 
old board continued in office until 1937. 


Corning Glass Works 
Acquires Macbeth-Evans 


CORNING, N. Y.—Corning Glass 
Works, world’s largest maker of tech- 
nical glassware, has acquired the famous 
Macbeth-Evans Glass Company of Pitts- 
burgh, it was announced in a joint state- 
ment by officers of the two companies 
today. Negotiations leading to the pur- 
chase have been completed and the action 
has been ratified by the Boards of Di- 
rectors of the two companies, it was 
stated. Ratification by stockholders 
should be completed in time to permit 
operation on the new basis on January 
1, 1937. The two manufacturing plants 
of the Macbeth-Evans Glass Company, 
located at Charleroi, Pa. and Elwood, 
Ind., will be operated as divisions of the 
Corning Glass Works. 


Cashwell Electric Formed 


Greensboro, N. C.—Announcement 
has just been received that Dave Cash- 
well who for the past two years has 
been manager of the Home Appliance 
department of the Meyers Department 
Store will open for business under his 
own name. The new company will oper- 
ate as the Cashwell Electric Company 
and will be located at 110 South Green 
street. 

Mr. Cashwell has been active in the 
sale of home appliances for a number 
of years, having formerly been con- 
nected with the Carolina Power and 
Light Company in the Asheboro, N. C. 
office and was rated as one of their lead- 
ing salesmen. 

The new company will handle the 
Norge line exclusively together with 
the Zenith line of radios, according to 
received from Southern 
Bearings & Parts Co. of Charlotte, N. C., 
distributors for these two lines. 


Washington Electric Moves 


SPOKANE.—The Washington Elec- 
tric Appliance Company of Spokane, 
Wash., E. S. Berquist, owner, has re- 
cently moved to new quarters on River 
side Avenue, and has doubled its available 
floor space thereby. 

The Pratt Furniture Company’s new 
store opened recently in Spokane, Wash., 
with a first day attendance estimated at 
15,000. Electrical appliances occupy the 
basement. 


John Franklin Reinke 


John Franklin Reinke, for many yea' 
manager of General Electric’s North P 
cific Division of the company’s Inca: 
descent Lamp Department, and f 
twenty-six years in the company’s ser\ 
ice, died suddenly, early in January, : 
Portland, Oregon. 
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ALK about convenience! Talk about economy! 

Talk about heat-wave-proof protection to food! 
Name anything you think a refrigerator should have 
and should do to clinch sales. The Fairbanks-Morse 
Conservador Refrigerator for 1937 has it and will 
do it! Behind that nameplate are the greatest im- 
provements in modern home refrigeration. The pat- 
ented, exclusive CONSERVADOR. New twin-sealed 
jJoor with insulation on the outer side. Simplified 
temperature control. Automatic overload protector 
that resets itself. Self-sealing crisper for vegetables. 
Sliding fruit drawer. Utility storage compartment. 


new idea of refrigerator salability 


You'll get a 


1 is—The CONSERVADOR, an inner door and sep- 


when you see the 1937 


arate food compartment. 2 is—The new Self-Sealing 
Crisper. 3 is—The new Sliding Fruit Basket. All three 
of these features, combined, permit removing two-fifths 
of all food stored in the cabinet without opening the 
main food compartment to the warm outside air. 4 is— 
The new, extra Vegetable or Beverage Compartment. 
5 is—The new, different outer door with a flat double- 
sealed inside surface and insulation on the outer side. Let 
us show you these, and the many, many other features 
that will spell sales for Fairbanks-Morse dealers in 1937. 


New low cost of operation that you can prove, not 
in kilowatts, not by obscure comparison, but in 
pennies, right on your sales floor. 


DIFFERENCES THEY CAN SEE—YOU CAN SELL! 


Fairbanks-Morse dealers have a refrigerator line for 


FREE FLOOR PLAN 


For a limited time only—A Free Floor Plan on 
your initial order. This, plus a limited recourse 
finance plan at no cost to the dealer, means that 
you can cash in on the early buying market 
now. Your distributor has the details. 


RBANKS- 
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1937 that is modern—different. Replete with selling 
features that are easy to see—easy to demonstrate— 
that take this new line out of the field of comparative 
sameness—that will clinch sales where small differ- 
ences would fail. Why not see if you can get this 
greater profit line? There may be a franchise avail- 
able, in your territory. Write or wire for the name of 
your Fairbanks-Morse distributor. Fairbanks, Morse 
& Co., Home Appliance Division, 2060 Northwestern 
Avenue, Indianapolis, Indiana. Other Fairbanks- 
Morse products: Washing Machines, Ironers, Radios, 
Automatic Coal Burners. 


MORSE 
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What itis... 


PEARHEAD of Eléctrical Merchandising’s ambitious program for the 
electrical industry will be the May issue. This special number be- 


comes the complete story of the electrical home ... written from the viewpoint of the 
home builder and modernizer — with the object of aiding makers and distributors of home 
appliances, equipment and electric service to achieve an attainable ideal of additional 


business in 1937. 


The Big Objective 


LECTRICAL MERCHANDISING'S program is to create 

$100,000,000 additional electrical appliance business and 
600,000,000 additional kilowatt-hours for the electrical industry 
this year. On the surface, a man’s size job. But when you've had 
the complete story — studied the entire program, you'll agree 
it's perfectly possible. 


Briefly: Electrical Merchandising intends to make the 21,887,774 
domestic electric customers dissatistied — unhappy with their pres- 
ent inadequate home electrification, by showing ‘em, telling ‘em 
and selling ‘em on adequate home electrification to the end that 
the 425,000 new homes to be built and the million and more exist- 
ing homes to be modernized in 1937 will produce this additional 
appliance and kilowatt-hour business. 


The industry needs and can capitalize on this program. Light 
and power companies must have additional domestic revenue 
to offset past and proposed rate reductions. Manufacturers and 
wholesalers need new outlets, and more business for present outlets. 
Dealers and contractors want the profitable business this program 
will produce. 


Why Do It Now? 


HE ELECTRICAL HOME IN PRINT builds upon the foundation 

already laid by the many “Electric Homes,” “Model Homes,” 
“Electric Kitchens,” etc., that have been built and publicised 
by manufacturers, power companies and department stores... 
does it at a time when interest in home building and modern- 
ization is at fever-heat...at a time when it can be shown 
that although the adequately electrified home is a luxury and 
the finest of investments, it is net expensive to create, and elec- 
trical home equipment, appliances, air-conditioning, ideal lighting, 
abundant outlets, etc., add only a small percentage to the cost of 
new homes and right now can be financed on a basis that may 
never come again! 


If left to themselves, home builders will buy inadequate elec- 
trification. Electrical Merchandising’s Electrical Home in Print, by 
showing them the attainable ideal whets their appetite for the 


adequately electrified kitchen, heating and air-conditioning plant, 
laundry, etc., shows them how little extra money will buy the 
desired ideal electrification. 


Why Not Let George Do It? 


OMEBODY has to set the pace. In the past Electrical Merchan- 

dising has created, sponsored and furthered outstanding in- 
dustry-programs. It is taking the initiative with the Electrical 
Home in Print as the authoritative leader in the electrical trade 
publication field to provide the industry with a comprehensive 
plan — a complete program — a definite objective — and the pow- 
erful promotion that only Electrical Merchandising with its staff, its 
resources, can supply. 


In the Electrical Home in Print, Electrical Merchandising gives 
its subscribers — and the industry generally, a great sales tool... 
something besides a periodical...a “neutral,” all-embracing sales 
manual ...dramatic...timely... practical ...something never be- 
fore attempted. 


The Electrical Home Becomes Alive 


HROUGH THIS great issue of Electrical Merchandising, the 

electric home takes life. Now, in every community there 
can be an “electric home.” Every distributor, dealer, public utility 
contractor, architect and builder can take this adequately electri- 
fied home right to his customers...take ‘em through it without 
their stirring a step, at ridiculously little cost. Now, with the 
Electrical Home in Print, every store customer — every canvasser's 
prospect, becomes part of the vast “electric home audience.” NOW 
... prospect, electric home, seller and sales proposition are brought 


together...in store... home...or office — wherever necessary to 
close the sales. 


ELECTRICAL 


A McGRAW-HILL 


PUBLICATION 
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A Big — Beautiful Book... 


HE ELECTRICAL HOME IN PRINT will be a “complete electrical home” 

from cellar to attic, yard to garage, between the covers of the special 
May issue of Electrical Merchandising. Written by distinguished experts 
on home electrification in all its phases... graphically, beautifully illus- 
trated... printed on fine paper, in colors...the contents grouped under 
five classifications with the advertising messages of manufacturers and 
others gathered for ready reference under each classification. A big book 
— priced for news-stand sales at $1.50 per copy. 


g plant, 
buy the 


APPLIANCES 


ELECTRICAL HOME 


LAND! 


-|WHAT IT MEANS TO ADVERTISERS 


ling in- 
lectrical 
Fa ELECTRICAL HOME IN PRINT brings the manu- and those actively interested in the home building movement 
i facturer’s sales story to new home builders and mod- ee of their sales people — and for distribution to their 


staff, its ernizers at a time when they're in most receptive mood 

to buy ... his announcements, accompanying the edi- 
g gives torial story of the part such products as he makes play 
tool... J in the modern home, give his message added value... 
ig sales § enable the purchaser to compare and evaluate...and 


ver be’ the manufacturer's representative to demonstrate—at the 
most opportune time. 
— The May special issue represents the advertiser's 


live | s7eatest opportunity to promote his products, plans and 
policies to the key electrical distributors, dealers, archi- 
tects and builders—and through them to home builders 


yee and modernizers — at low cost because — 

. utility (1) It will be the first time the adequately electrified home has 
electri- been set down on paper, dovetailed.with the advertisers’ own 
without products, plans and policies as they fit into today’s and tomor- 
ith the row’s home 

vasser's (2) The Electrical Home in Print will be sent the regular 25,000 
‘NOW readers of Electrical Merchandising plus 5,000 selected lead- 
yrought ing architects and builders, associations and others identified 
sary to with the better home movement, at no extra cost 


(3) With a slight change on the cover (shown above), the big book 
will be distributed to public utilities, distributors, contractors 


MERCHANDISING 


33@ WEST 42nd STREET, NEW YORK CITY 


(4) The Electrical Home in Print will be retained... referred to... 
used as “guide, counsellor and friend” by home builder and 
homemaker, as well as those who serve them in the electrical 
and allied industries 


(5) It will be literally an “industry sales manual” of all that is 
newest and best in home electrical appliances, equipment’ and 
furnishings . . . telling graphically, dramatically, the “how, 
where, when, which and why” of their application 


(6) This big book gives the manufacturer and those who sell to 
and through the worth while key electrical distributors and 
dealers their most powerful sales promotional force. At their 
command is large space... color... fine printing .. . excep- 
tional editorial background... all spelling opportunity to tell 
as complete, comprehensive, dramatic story as the occasion 
warrants. And what is more — 


(7) TO TELL THIS GREAT STORY TO BOTH THE KEY PEOPLE IN 
THE ELECTRICAL INDUSTRY AND THOSE WHOM THEY 
HOPE TO SELL IN 1937 AT NO INCREASE IN ADVERTISING 
RATES FOR THE COMBINED REGULAR AND SPECIAL EDI- 
TIONS AND DISTRIBUTION |! 


Finally... 


HE ENTIRE STORY of Electrical Merchandising’s “Elec- 
trical Home in Print” Program cannot be told in this 
limited space. Advertisers desiring rates, etc.—and utili- 
ties, distributors and others desiring extra copies—can 
secure complete details upon request. 


SING 
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b=" More Features for Your Money 


Thirty-two exciting sales features—with 6 abso- 
lutely exclusive headliners topping the list — give 
new convenience, new economy and dependability, 
new beauty! These are the qualities your custom- 
ers will gladly spend money for. But they’re only 
one of four reasons why the 1937 Stewart -Warner 
is already smashing sales records. 


_ Exclusive New Finance Plan 


Now you can feature “NO MONEY DOWN” 
terms without tying up your capital. A special, 
exclusive Stewart -Warner-C.1.T. 100% Advance 
finance plan means that every sale is a cash sale for 
you! Think what that means in terms of extra 
sales and freedom from worries. 


B— Exclusive New Floor Plan 


This new plan —the best in the-industry — devel- 
oped by Stewart-Warner solely for Stewart-Warner 
dealers, lets you buy now — install a complete floor 
showing—and not pay a cent for finance charges! 
Ic means more sales and easier sales and saves 
you money. 


A Super-Power Merchandising Plan 


Your fourth ace is the hardest-hitting merchandis- 
ing program in Stewart-Warner history—far more 
powerful than the record-breaking year of 
1936. Horace Heidt and his famous 
Brigadiers head the list 
with broadcasts over a 
coast-to-coast Columbia 
network. Andeverything 
else you need to bring 
customers in—and sell 
‘em —is included. Get 
the whole story from 
your Stewart-Warner 
distributor at once. 
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| NORGE Washers 


Norge Div., Borg-Warner Corp., 
Detroit, Mich. 
Models: 6 models from DeLuxe 87 
ith 20 gal. capacity to model 47 
with 13 gal. 

De cription: Autobuilt transmission ; 
“lifetime” lubricated motor; Lovell 
wringers with crepe rubber bal- 
loon rolls and instant safety re- 
lease; Models 87 and 77 equipped 
with new _ pressure indicator 
wringer which shows pressure be- 
ing applied, assuring proper pres- 
sure for every type fabric; Models 
87, 77 and 67 white porcelain; 57, 
47 and 57-G, light green porcelain; 
steam sealed tub covers; Models 87 
and 77 have splash ring type tubs; 
Models 67, 57 and 47 available with 
Briggs and Stratton 4 h.p. 4-cycle 
gasoline motor.—Electrical Mer- 
chandising, February, 1937. 


2 NORGE Ironers 


Norge Div., Borg-Warner Corp., 
Detroit, Mich. 

Models: 7 Duotrol ironers. 

Description: “Duotrol” features are 
double open-end roll, double-use 
porcelain table top, 2-speeds, 2-roll 
controls, 2-heating units, 2 thermo- 
stats, 2 or more pressure tensions. 
Other features include scratch- 
proof ironing shoe on all except 
NS-7; divided heat elements; re- 
lease lever tilts shoe away from 
roll for steaming. 

2 models finished in white porce- 
lain enamel with chrome legs; 
in black and white porcelain enamel 
and 1 model with optional cover 
as additional equipment, finished in 
green enamel. 

Norge portable press-ironer can 
be hung on closet hook or placed 
on convenient shelf; aluminum 
ironer shoe 26 in long 10 in. wide; 
double thermostats control 1320 
watt element; 2 hand controls—no 
mechanically moving parts, oper- 
ated entirely by hand.—Electrical 
Merchandising, February, 1937. 


v 


3 MARK-TIME Timer Set 
VM. H. Rhodes Inc., Rockefeller Cen- 


ter, N. Y 

Device: Combination “Clock Watch- 
er” timer and condiment set. 

Description: “Clock Watcher” switch 
cuts off current automatically after 
an indicated lapse of time and 
sounds musical chime at the mo- 
ment indicated by pointer on dial. 
Available in combinations of ivory 
or black and chrome with red trim. 
—Electrical Merchandising, Febru- 
ary, 1937. 


4 KELVINATOR Water Heaters 


Kelvinator Corp., Detroit, Mich. 


Models: 6 models with capacities 
ranging from 30 to 80 gal. 

Description: All models of square 
type ; new and improved thermostatic 
construction adjustable to main- 
tain virtually any temperature de- 
sired; no radio interference; 30 
gal. model for smaller type home 
is only 36 in. tall, 25 in. wide and 
25 in. deep with porcelain table top 
which provides extra table space; 
white lacquer body with black lac- 
quer base—Electrical Merchandis- 
ing, February, 1937. 


SS 


5 DURABILT Iron 


The Winsted Hardware Mfg. Co., 
Winsted, Conn. 

Device: Durabilt folding travel iron 
No. 181 

Description: 420 watt iron with fold- 
ing handle; wine colored suede 
felt traveling case 64x9in.; weighs 
24 Ibs. complete; slide fastener to 
open; iron handle snaps _ securely 
in place for use; 115 volts, a. c. 
or d. c. full sized soleplate, full 
sized handle. 

Price: $3.95.—Electrical Merchan- 
dising, February, 1937. 


6 ROYAL Cleaners 

The P. A. Geier Co., Cleveland, O. 

Models: DeLuxe Royal, 145, 142 
and 143; Super Grand Royal, 137, 
133 and 135. 

Description: DeLuxe Royal No. 145 
equipped with electric light for 
dark places; double wheel truck in 
rear; powerful suction and motor 
driven brush; automatic oiling 
system. 

No. 142, full-floating, sweep ac- 
tion brush; 14 in. nozzle; uses 
cleaning tools including sprayer. 

No. 143, motor driven revolving 
brush; uses cleaning tools includ- 
ing sprayer. 

All models equipped with easy 
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to empty dust bag; positive nozzle 
adjustment; titling mechanism; 
handle lock. 

Super Grand Royal No. 137 
streamlined design; metal covered; 
motor driven revolving brush; new 
headlight; 2-speed motor; chrom- 
ium plated handle and fittings; 
special Compo motor bearings, self- 
aligning; new titling device and 
handle lock; positive nozzle ad- 
justment; nozzle guard; double 
wheels in rear; floating power; 
bag, gold stencilled. 

No. 135 same as 137 except mo- 
tor is single speed. 

No. 133 same as 135 and 137 
without headlight—Electrical Mer- 
chandising, February, 1937. 


7 SPOTRAY Bed Lamp 
Luminator, Inc., 851 Washington 


Blvd., Chicago, Ill. 


Model: 7703 adjustable bed clamp 


lamp. 


Description: Clamps on back of any 


bed up to 2% in. thick; adjustable 
by means of swivel ball joint; uses 
110 volt, 25 watt frosted bulb; 
lacquered bronze finish. Other 
Spotray models for desk, wall, 
floor and table use also included in 
line. 

Price: $4.50—Electrical Merchandis- 
ing, February, 1937. 


8 HOTPOINT Timer Clock 


Edison General Electric Appliance 
Co., 5600 W. Taylor St., Chicago, Ill. 


Device: New Vanity Telechron 
Timer clock for use on all Hot- 
point deluxe electric ranges— 
Mayfair, New Era, Dawn and 
Stratford. 

Clock dial bulls-eye time 
sets are enclosed in one extra large 
lens.—Electrical Merchandising, 
February, 1937. 


9 AUTOMATIC Ironer 
Automatic Washer Co., Newton, Iowa 
Model: No. 54 De-Luxe Save-A- 


Day ironer. 

Description: 26 in. roll; self-align- 
ing chromium shoe; 2 open ends; 
2 thermostatic controls with vari- 
able heat indicator ; adjustable knee 
control, also finger tip control; 1/6 
h. p. G-E motor; 2 drop leaves; 
available with or without cabinet 
top; white table cabinet; 
chromium tubular stand; chromi- 
um table top cabinet—Electrical 
Merchandising, February, 1937. 


v 


10 MERRYWAY Food Preparer 
The Merryway Co., Poughkeepsie, 


Device: Food preparer, beats, mixes, 
mashes, whips, kneads dough, etc. 
Description: Equipped with ¢ h. p. 
standard motor; 2 mixing speeds 
and 2 attachment speeds; protected 
against damage to motor by cir- 
cuit breaker; standard equipment 
consists of aluminum Planetary 
mixing head, 5 qt. bowl, flat alu- 
minum beater and wire whip. 
Other equipment available at slight 
additional cost; fruit juice extrac- 
tor; coffee mill ; pea and lima bean 
sheller ; colander, food chopper ; 
pastry knife; dough hook; pouring 
chute; oil dripper; ice cream freez- 
er; slicers; french fry plate; 
shredder and grater plates with spe- 

cial aluminum housing. 


Price: $84.50.—Electrical Merchandis- 
ing, February, 1937. 


v 


11 SHUR-START Heater 


The Brownie Electric & Mfg. Co., 

717 Frankfort Ave., Cleveland, O. 

Device: Auto battery heater—140- 
watt radiant heater in aluminum 
case may be clamped permanently 
around intake manifold and plugged 
into nearest socket; requires from 
3 to 10 minutes to create enough 
warmth in manifold to give easy, 
reliable starting reducing drain on 
battery; equally useful for thawing 
out frozen water pipes in home or 
promoting flow of cold or partly 
congealed oil into oil-fired heating 
equipment.—Electrical Merchandis- 
ing, February, 1937. 
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12 APEX Washers 


Apex Rotarex Corp., Cleveland, O 


Models: 4-201 and 4-201P 


White vitreous porce 
lain tub, 16 gal. washing capacity ; 
washboard sides; reversible tray 
tub cover; standard size aluminum 
double dasher; Lovell wringer with 
push-bar safety release, adjustable 
pressure and balloon rolls, alumi- 
num finish; ~ h. p. heavy duty 
moter; Model 4-201P has self- 
emptying motor-driven pump and 
drain hose with swivel nozzle- 
Electrical Merchandising, Febru- 
ary, 1937. 


13 COLEMAN Irons 


The Coleman Lamp & Stove Co., 


Wichita, Kansas. 


Models: No. 41 and No. 40 Super- 


Speed automatic iron 


Description: New Easy-Grip handle 
curves back into wide, sturdy base, 
shaped to fit hand; built-in thumb 


rest; fabric indicator dial; 
nently-attached cord; 
switch saves pulling plug; 


perma 


button 


bevel sole plate; No. 41, 1100 
Also in- 
cluded in line are No. 37 auto- 


watts; No. 40, 800 watts. 


matic, 720 watts and No. 36 non 
automatic, 615 watts. 


Prices: No. 41, $8.95; No. 40, $7.95; 


No. 37, $6.90 and No. 36, $4.95.- 
Electrical 
ary, 1937. 


v 


14 NORGE Ranges 


Norge Div., Borg-Warner Corp 
Detroit, Mich. 


Models: 6 models from De Luxe 
located 


ER-40-61 with centrally 
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“on and off” 


Merchandising, Febru- 


cooking elements to compact 3- 
burner ER-20-60. 

escription: Features include coun- 
ter balanced oven door, automatic 
oven flood light, adjustable, smoke- 
less, chrome broiler pan and grille, 
extra powered element for broiling, 
Chromalox Super-Speed units as 
extra equipment in place as stand 
ard open coil units, automatic 
light signal on oven control con- 
sisting of red and green lights 
which glow when oven is on—red 
light automatically turns off when 
desired temperature is reached; 
porcelain enamel finish in white 
with black base and in _ various 
color combinations; red, green or 
black hardware available on all 
except ER-20-60. 

ER-40-61 equipped with built-in 
fully automatic clock and Norge 
timer, lamp and condiment set; 
warming compartment with wire 
racks and 250 watt element; service 
compartment and 2 cutlery draw- 
ers; automatic oven flood light and 
centrally located cooking elements. 

ER-40-60, has storage compart- 
ment instead of warming com- 
partment. 

ER-38-61 has built-in, automatic 
clock with Norge timer, lamp, con- 
diment set; warming drawer with 
250 watt element and 1 service 
drawer. 

ER-38-60 has 2 service drawers, 
no warming drawer 

ER-36-60 for lower price mar- 
ket has light signal type oven 
control, pull-out type broiler, 2 
service drawers. 

ER-20-60 has 3 elements, full 
size oven, plain heat control with 
button indicator light: broiler in 
oven: white or ivory with black 
porcelain enamel top.—EFlectrical 
Verchandising, February, 1937. 


15 SPEED QUEEN Washers 


Barlow & Seelig Mfg., Ripon, Ws. 


lodels: A, B, 
O-2, 


F, O, M, X and 


Description: Models A, B and F, im- 


proved cabinet design; new dual 
action safety-roll wringer; high- 
vane, tangle-proof aluminum agita- 
tor; double wall construction; 
oversize bowl-shaped tub; Model 
\, Lifetime Monel Metal tub; B, 
white porcelain tub, F, green por- 
celain tub. 
Models O and M. Double-wall 
construction; standard size por- 
celain tub; submerged type alumi- 
um agitator; Model O, 2% in. 
ro ih rolls, free shift clutch; 
safety-bar wringer release; green 
porcelain tub. Model M, 2 in 
balloon rolls, two-tone finish. 
All above models, equipped with 
Arc-cuate drive transmission. 
Model X, same as F with Briggs 
& Stratton 4-cycle gasoline engine. 
Model O-2 same as O with 
triggs & Stratton 4-cycle gas en- 
gine.—Electrical 
February, 1937. 


Features: 


Device: 
Description: 


Merchandising, 


16 MARION Range 
Rutenber Electric Co., 
Model: 
Burners: Enclosed Chromalox units : 


Marion, Ind. 
No. 442. 


1-8 in. 2000 watts and 2-7 in. 1000 
watts; broiling unit 2000 watts; 
baking unit 1600 watts; cooker unit 
550 watts. 


Size: Floor space 40x25t in.; height 


to cooking top 354 in.; oven 19x16 
x14 in.; utility drawer 14x204x8 in. 
Equipped with 5 qt. well 
cooker, 3-heat switch controls tem- 
perature; porcelain enamelled oven 
with top unit for broiling and bot- 
tom unit for baking and roasting— 
lower unit covered by baffle plate; 
porcelain broiler pan and rack; 
oven heat control with pilot light 
on switch panel to indicate when 
desired temperature has _ been 
reached; Bi-rotary switches; utility 
drawer; timer outlet; convenience 
outlet; white porcelain finish. 


Price: $122.50.—Electrical Merchan- 


dising, February, 1937. 


17 R & M Fans 
Robbins & Myers Inc., Springfield, O. 


New 1937 R & M Fans. 

3 Junior fans, Models 
80, 100 and 140 finished in Mor- 
occo; Model 90, 8 in. Jr. equipped 
with powerful motor increasing 
air delivery to 425 cu.ft. per min.; 
toggle switch; 2-ring guard. All 
other oscillating and non-oscillating 
fans equipped with new 3 ring 
guard. 

De Luxe Model 54, 10° in. 
equipped with new type hinge joint 
making adjustment easier; 12 and 
16 in. a.c. oscillating and non-oscil- 
lating models equipped with new 
capacitor motors, carrying handle, 
thumb nut and gear box giving in- 
stantaneous change from oscillat- 
ing to non-oscillating. 

12 and 16 in. oscillating fans also 
available in quiet blade construc- 
tion at $3 additional. 

Air circulators: 20, 24 and 30 
in. 20 and 24 in. models have one 
and 2 speeds; 30 in. model, 2 speed 
only ; improved, patented blade fea- 
ture; black Morocco finish. 

R & M Jr. 6154 10 in. kitchen 
ventilating fan gives approx. 610 
cu.ft. air delivery per min.; a.c. 
12 and 16 in. ventilating fans 


FEBRUARY, 


Prices: 


Models: 


Description: 


Device: 


equipped with new reversible mo- 
tors to exhaust or draw air into 
room, as desired. 

Model 140 Junior, $16.95; 
R & M Jr. 6154 10 in. kitchen ven. 
tilator, $7.50. Other models from 
$3.45 i, $36.50. Circulators from 
$40 t . Ventilating fans from 
$22. 50 to $29.50. R&M 
able pedestal, $8.95.—Elec- 
trical Merchandising, February, 
1937 


18 UNIVERSAL Matched 
Appliances 


Landers, Frary & Clark, New 
Britain, Conn. 


Percolator, toaster, waffle 
iron, sandwich toaster, coffee urn set 
available in Walnut Hill pattern. 
Percolator No. W2&506 
automatic drip coffee maker; 
equipped with patented pump and 
spreader plate. Turn-Easy toaster, 
W8312. Waffle maker, W804 
equipped with heat indicator; ex- 
pansion hinge; aluminum grids 
Sandwich toaster No. W8960 holds 
2 full size sandwiches; expansion 
hinge; aluminum cooking plates 
10&x5% in.; top grill turns back to 
rest on handle for extra cooking 
surface. Urn set W81804, chrom- 
ium urn, creamer, sugar bowl; wal- 
nut finish metal tray; 8-cup capac- 
ity; walnut handles.—Electrical 
Merchandising, February, 1937. 
v 


19 KOL-MASTER Stoker 
Kol-Master Corp., Oregon, Ill. 


Kol-Master “Dial Set” 
stoker. 


Description: 5 sizes ior domestic use 


—from 30 Ibs. per hr. max. burn- 
ing rate to 100 lbs. per hr.; ma) 
be installed in any type heating 
plant—warm air, hot water or 
steam. “Dial-Set” governs supp!) 
of fuel and air fed to furnace 
feeds only enough coal to replace 
that which has been burned; pat 
ented Reverse Flight Screw feeds 
back coal which would otherwis 
bank up at back of retort nat 
provides counter flow of fuel fro: 
center to all parts of retort; - 
motor drive: small motor driv 
blower, large motor drives co 
feed; no shear pins; off-set hopp« 
assures dependable feeding of co 
and access to feed screw.—Electri: 
Merchandising, February, 1937. 
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Correctly Designed... Aggressively Merchandised 
eee10 Help You Enjoy Greater Volume and Profit 


NCREASED sales . . . larger profits . : . greater volume in 1937 are within the reach of 
the alert and progressive dealer who can recognize the merchandising possibilities 

of a comprehensive line of new and improved fans. A few of the many reasons why an 
aggressive dealer can do a better fan sales job with Wagner’s comprehensive line, are: 


1. The fine styling attracts attention and stimulates buying. 


2. The Wagner line includes fans in all price ranges, to appeal to all classes of buyers— no 
fan sales need to be lost because of price. 


3. The 1937 Wagner line contains five low-priced fan leaders of various sizes and types — 
each a fast selling item sure to result in a greater volume of business. 


4. Wagner air circulators, ventilating and exhaust fans have a wide field of application in all 
TIL seasons of the year. They will help to level the seasonable slumps in your fan sales curves. 


Set” 5. Included in the Wagner line are special-application fans, such as ceiling fans, exhaust fans, 
etc. which will stimulate the interest of engineers, contractors, managers, etc.— these fans offer 
ic use another approach to the capturing of a large and profitable market. 
burn- 6. The new items added to the 1937 line of Wagner fans enhance the possibilities of fan sales 
| may to new fan users and create new interest. 
eating 
© oT Now is the time to lineup with Wagner and increase your sales, Write today for complete 
supp!) prices, discounts and full information about the 1937 Wagner line of profit makers. 
lace—- 
lace 
“or There are Wagner fans to meet the wants of every type of purchaser. 
feeds 
Twist 
and 
| asner Electric Corporation 
driv: 6400 Plymouth Avenue, Saint Louis,U.S.A. penee-se 
co: 
co 
ING 
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Window Ventilators 


Air Circulators 
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MPLOYMENT IS UP. . . wages 

are increased, bonuses are paid. 
Millions who have been sitting tight 
for several years now have the confi- 
dence and determination to gratify 
their needs and their desires. 


This will be a big electrical appliance 
year, a bigger than average year for 
the dealer who finances his time 
payment sales through Commercial 
Credit Company. Buyers appreciate 
the fair terms and low cost of Com- 
mercial Credit Company financing 


BRINGS BETTER PROFIT FROM ELECTRICAL APPLIANCE SALES 


and have confidence in the reliability 
of this nationally known institution. 


Commercial Credit Company finan- 
cing will not only make more sales, 
but will protect you against loss from 
bad sales. Twenty-five years’ experi- 
ence assures a smooth-working credit 
investigation and collection system, 
leaves you free toconcentrate on sales. 


Offices in 168 leading cities in the 
United States and Canada provide 
prompt, close and reliable co-opera- 
tion in every case. 


COMMERCIAL CREDIT COMPANY 


COMMERCIAL BANKERS HEADQUARTERS: BALTIMORE 
CONSOLIDATEO CAPITAL \\ AND SURPLUS $60,000,000 


FINANCING SERVICE FOR MANUFACTURERS, DISTRIBUTORS AND DEALERS THROUGH 178 OFFICES IN THE UNITED STATES AND CANADA 
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20 SPEED QUEEN Ironers 
Barlow & Seelig Mfg. Co., Ripon, 
Wis. 


Models: AY, BY, FY, OY and MY. 

Description: AY ultra-deluxe stream- 
line cabinet table top model with 
over-size 7 in. roll, dual thermo- 
stat control, 2 end tables and auto- 
matic knee control; white finish 
with black trim. 

BY, same as AY without cabi- 
net top. 

FY, cabinet table top model with 
automatic knee control, dual ther- 
mostat heat control and standard 
6 in. roll; white finish, black trim. 

OY same as FY without cabinet 
top. 

MY open type ironer with easy- 
operating foot control, 6 in. roll 
with both ends open; white with 
black trim. 

Simplex Models 48 and 30 
Super ironers complete line.— 
Electrical Merchandising, Febru- 
ary, 1937. 


¥ 


3-blade fans furnished on all types 
except 24 in. 1l-speed a.c. which is 
a 4-blade fan; induction type a.c. 
motors; aluminum blades; can be 
tilted to any position from 8° above 
horizontal to 25° below horizontal ; 
black baked enamel finish. 

Seabreeze 12 in. oscillator; 2- 
speeds; 4-blade, Parker design. 10 
and 12 in. Seabreeze oscillators also 
available with adjustable floor 
stand; black blades and stand, with 
upper column of adjustable stand 
in chrome. 


Prices: Seabreeze models range from 


$3.50 for 8 in. non-oscillator to 
$17.50 for 12 in. oscillator; 12 in. 
Silver Swan with adjustable floor 
stand, $38.95; 10 in. Overlapping 
blade fan with adjustable floor 
stand, $19.95; 12 and 16 in. Over- 
lapping blade oscillators, $28 and 
$35; 12 and 16 in. Parker blade 
fans from $21 to $33.50 a.c.; and 
from $23 to $36.50 in d.c.; 24 and 
30 in. Air Circulators, from $41 to 
$68.50.—Electrical Merchandising, 
February, 1937. 


22 FIRE TENDER-ARCO Unit 


Holcomb & Hoke Mfg. Co., Indian- 
apolis, Ind., and American Radiator 


Co., New York, N. Y. 


Device: Combination Stoker-Boiler 


unit. 


Description: American Radiator Co. 


have designed Arco boiler especially 
for use in combination with Hol- 
comb & Hoke Fire Tender; boiler 
and stoker make single compact 
heating unit giving smooth opera- 
tion, high fuel economy, abundant 
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24 DAYTON Refrigerators 


Heinz & Munschauer, Superior & 


Randall Sts., Buffalo, N. Y. 


Models: DeLuxe and Standard mod- 


els include 4, 6, 7 and 9 cu.ft. 
models. 


Description: Shelf arrangement de- 


signed for greater accessibility and 
efficiency: DeLuxe Daytons have 
2 removable sections in middle shelf 
to provide large space for bulky 
foods; large, full depth vegetable 
freshening drawer; drawer type 
tray; fast freezing cooling unit 
streamlined ; 2-tone metal cube tray 
compartment door equipped with 
automatic device for loosening and 
raising trays; porcelain interior, 
rounded corners; DeLuxe models 
have bin for dry vegetables in 
lower compartment; quiet rubber 
mounted condensing unit—Elec- 
Merchandising, February, 
1937. 


25 G-E Iron 


General Electric Co., Appliance & 
Mdse Dept., Bridgeport, Conn. 


plays between 2 solid electrodes of 
activated type; withstands severest 
shocks during transportation, the 
manufacturers claim; arc totally 
enclosed in quartz envelope only 
medium which withstands highest 
temperature and is fully transmit- 
tant to ultraviolet rays; lamp lights 
on first turn of switch, no tilting 
necessary; consumes 250 watts; 
plugs into any outlet; available for 
accord scientifically designed 
hood produces uniform distribution 
of ultraviolet field; lamp is de- 
signed to match modern furniture. 

Price: $115.—Electrical Merchan- 
dising, February, 1937. 


27 BRANNON Roasters 
Brannon, Inc., 14307 Third Ave., 
Detroit, Mich. 

Device: Brannon Zephyr roaster. 

Description: Broils, fries, boils, bar- 
beques; automatic control; ther- 
mostat adjustable to temperature 
from 150 to 550 degs.; pilot light 
indicates proper pre-heating tem- 
perature and when current is on 
or off; capacity 17 qt. liquid or 20 
to 25 ib. turkey in large insert and 
end pans of 3 qt. capacity; stand- 
ard equipment includes large insert, 
two 3-qt. half-round end inserts 
with covers; one 6-qt. rectangular 
center insert with small trivet, large 
baking rack; available in following 
finishes: ivory or green enamel; 
natural, black, red, or green an- 
odized finish; all chromium and a 
DeLuxe model in all Monel Metal. 
—Electrical Merchandising, Feb- 
ruary, 1937. 


heat in winter, and just enough 
heat to supply hot water during 
summer.—Electrical Merchandising, 
February, 1937. 


Model: “R” non-automatic, 6 lb. iron. 

Description: Equipped with Calrod 
heating unit, 575 watts; heat indica- 
tor with fabric marked plate; but- 

v ton nooks; heel stand; chromeplate 
finish with red through-bolt handle ; 
115-125 volts, a.c. 

Price: $3.95.—Electrical Merchandis- I 
ing, February, 1937. ! 


v 


21 EMERSON Fans 
Emerson Co., St. Louis, 


Models: 5460-AA 12 in. Silver Swan; 
6250-AA 10 in. Overlapping blade 
oscillator; 12 and 16 in. Overlap- 
ping blade oscillators; 12 and 16 
in. Parker blade oscillators ; 24 and 
30 in. Air Circulators in a.c. and 
dc.; 12 in. Seabreeze oscillator ; 
and 10 and 12 in. Seabreeze with 
adjustable floor stand. 

Description: Model 5640-AA 12 in. 
Silver Swan with adjustable floor 
stand; 3-speeds, mahogany lacquer 
finish with chromium. 

6250-AA 10 in. Overlapping blade 
oscillator with adjustable floor 
stand; single speed; aluminum 


28 PELCO Beverage-Food Coolers 
Refrigeration Div., Portable Elevator 
Mfg. Co., Bloomington, IIl. 
Models: 1937 line includes 3 sizes of 
combination beverage-food coolers 
and 2 beverage coolers. | 
Description: Employs floating ice 
principle of refrigerating—keeps | 


itself supplied with floating ice; | 

blades; black baked enamel finish. 23 VIB-RAY-PED —_ into any light socket; 9 — 

12 and 16 in. Overlapping blade a cold control; double use—cools 
oscillators; capacitor motors; 3- "a be mae coe W. bottles in top and food in compart- 
speeds; 52 oscillation positions; ment below—both compartments 
black baked enamel finish, black Device: Combination of vibrator, may be used for either food or 
lacquer blades. oscillator, percussion appliance and beverages; G-E motor and con- 

12 and 16 in. Parker blade oscil- infra-red ray disseminator designed trols; total storage space model 
lators; capacitor motors on a.c. primarily for relieving tired, ach- 26 ALPINE Sun Lamp 200, 14.66 cu. = model 112, 8.53 | 
models; finger-tip oscillation con- ing and maladjusted feet; may also 


cu. ft. and model 74, 6.49 cu. ft.; | 
red cabinet with black trim and 
stainless steel top molding; sliding 
lids on beverage coolers, hinged 
lids on combination beverage-food 


Hanovia Chemical & Mfg. Co., 
Newark, N. J. 


Device: Alpine sunlamp for home. 
Description: Quartz mercury arc 


trol; 3-speeds: black baked enamel 
finish with black lacquer blades; 
also available in d.c. 

24 and 30 in. Air Circulators for 


be used on other parts of body ; 
entire mechanism is contained in 
mound-shaped case; Deluxe model 
in Bakelite and Standard model 


ceiling, wall, floor or counter aluminum.—Electrical Merchandis- burner represents latest achievement coolers.—Electrical Merchandising, 
—_ mounting im ac. or dc; new ing, February, 1937. in electronic arc tubes—mercury February, 1937. 
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‘*See! Here Are— 


1. Delco Fans to sell on the quality basis 
2. Northeast Fans — splendid to meet price competition 
3 . Aircirculators to bring added volume 

AND THEY ARE ALL PROFIT MAKERS” 


Yes, and there are ceiling and ventilating fans, 
too, and others with wall bracket and counter 
column mountings. In fact, the lines include every 
size and type of fan needed for cooling and venti- 
lating comfort in homes, stores, offices, banks, 
schools, public halls, factories—wherever the need 
exists, 


SEND FOR THE CATALOG 
Find out about the mailing pieces, display cards, 
posters and folders Delco offers as merchandising 
helps to bring you additional volume and profits. 


Aircirculators 
3 24”-30” 


* Provide new 
Markets! 


Northeast 
1 10”-J2”-16” 8”-10”-12” 
* 5 Year * Low Prices! 
Guarantee! 


DELCO APPLIANCE DIVISION 


MOTORS SALES CORPORATION 


HMESTER,'N. 
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29 CARBONDALE Air 


Conditioners 


Carbondale Div. Worthington Pump 
% Machinery Corp., Harrison, N. J. 


Device: Complete air conditioning 


units for cooling, dehumidifying, 
heating and humidifying, cleaning 
and air circulation. 


Description: Each element is com- 


plete and separable section in com- 
pact cabinet making assembly easy ; 
1 section contains complete fan as- 
sembly with motor; another com- 
plete coil and humidifying assem- 
bly; another hase and cleaning ele- 
ments; available with or without 
humidifying and heating elements 
high efficiency copper-finned type 
coils; slow-speed fans with oversize 
air passages; spray type humidify- 
ing elements with hydrostat con- 
trol and self cleaning nozzles; 
available in refrigeration capacities 
from 2 to 50 tons; all sizes avail- 
able in vertical floor-mounted or 
horizontal ceiling suspended type. 
—Electrical Merchandising, Feb- 
ruary, 1937. 


30 NORGE Refrigerators 
Norge Div., Borg-Warner Corp., De- 


troit, Mich. 


Models: 2 Low-Temp, 5 DeLuxe, 2 


Standard, 1 sink-type and 1 gas 
engine. 


Description: Low-Temp models main- 


tain temperatures under 40 degs 
instead of usual 50; powered by 
Rollator compressor; 12 cu. ft. 
double-door model and 8 cu, ft. 
model have “flexible interiors” and 
porcelain interiors and exteriors. 

5 DeLuxe models from 4.25 to 
8.08 cu. ft.; 4 top models avail- 
able in porcelain or Norgloss ex- 
teriors; cabinets are wider and less 
deep for easy accessibility; rede- 
signed evaporator door and hydro- 
voir; dairy racks, egg baskets, slid- 
ing utility baskets; movable insert 
shelf and accessory shelf 5 and 
6 cu. ft. DeLuxe models also 
available in mother-of-pearl, tan 
and green finish. 

2 Standard models, 3.25 and 4.24 
cu. ft.; Norgloss exterior; Sink- 
type model, 3.10 cu. ft.; equipment 
includes hydrovoir, defrosting tray, 


Review of 


As an added convenience items are numbered— 


automatic light, ice tray release; 
Rollator compression unit. 

Gasoline-electric Rollator 7.54 
cu. ft. designed for rural homes 
powered with gasoline motor- 
generator that can be located 30) 
it. away; generates enough elec- 
tricity to operate Norge washer, 
lights and other appliances in addi- 
tion to refrigerator; easily con- 
verted to a. c.; design and interior 
arrangement identical with De 
Luxe line.—Electrical Merchandis- 
ing, February, 1937. 


31 GILBERT Fans 


A. C. Gilbert Co., 
New Haven, Conn. 


Models: A-53 and A-54 “Airflow.” 


Description: 


Streamlined fan de- 
signed by Robert Heller; operating 
on new oscillating principle—instead 
of usual driving arm an actuating 
pin operated by gears makes it pos- 
sible to enclose these parts within 
motor housing—actuating pin only 
projection: Gilbert induction motor 
operates on 110 volts ac. Tear- 
drop design base with stream-lined 
support arm; finger-tip angle ad- 
justment; black finish with chro- 
mium trim. A-53, 10 in.; A-54, 
12 in. 


Price: A-53, 10 in. model, $9.95.— 


Electrical Merchandising, February, 
1937. 


32 G-E Time Switch 


General Electric Co., Appliance & 
Mdse Dept., Bridgeport, Conn. 


Device: Model TSC-6 coin-operated 


time switch. 


Description: Operates for 30 min. 


when 10c is deposited; Telechron 
motor, 115 volts, 25-50 or 60 cycles: 
off-on device permits continuous or 
intermittent use of appliance for full 
length of time; when time has been 
used, switch automatically cuts of! 
own power and power to appliance; 
bank with lock and key provided 
which automatically closes and locks 
itself as it is removed; may also b¢ 
equipped with thermal-cutout device 
for protection against overload.-- 
Electrical Merchandising, February, 
1936. 
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36 MILK THERMOSAFE 


Alan L. Becket, 
357 Springdale Ave., 
East Orange, N. J. 

Device: All-metal, insulated cabinet 
with 40-watt Mazda lamp under lid 
to be turned on by milkman during 
freezing weather to prevent milk 
from freezing; insulation also keeps | 
milk cool in summertime when | 
electrical connections may be re- 
moved; capacity 4 qt. bottles milk | 
and 1 half pint cream. 

Price: $5.—Electrical Merchandising, 
February, 1937. 


33 G-E Heating Pads 


General Electric Co., 
Appliance & Mdse. Dept., 
Bridgeport, Conn. 
Models: “Downy” and “Volume of 
Comfort.” 
Description: Each pad equipped with 
conveniently located 3-heat switch, 
non-radio-interfering thermo- 
stats, soft eiderdown covers in 
choice of pastel shades; overall di- 
mensions 12x15 in.; 115 to 125 
volts, a.c.; 60 watts; slip-on rub- 
berized waterproof cover furnished 
with “Downy” pad. “Volume of 
Comfort” has attractive compact 
container when not’ in use. 

Price: “Downy,” $3.95; “Volume of 


Comfort,” $4.95.—Electrical Mer- 
chandising, Febguary, 1937. v | 
KIRBY Stoker 


37 | 
oe The Kirby Mfg. Co., 238 S. Union, | 
Decatur, Ill. 


Device: Portable, overfeed type 
stoker. 
Description: Revolving distributor 


operated by small motor distributes 
cheap coal over entire grate area 
evenly and operates verticle screw 
conveyor that brings coal up to 
distributor, which is adjustable to 
varying heights of heating plant 
doors; easy to refill; available in 
various sizes from smallest home to 
large industrial plants——Electrical 
Merchandising, February, 1937. 


34. INTER-MATIC Time Switch 


International Register Co., 
15 S. Throop St., Chicago, IIl. 
Device: Time switch for control of 
attic ventilating fans, radios, yard 
night lights, porch lights, etc. 
Description: Self-starting slow speed 
synchronous motor; easily set time 
dial; easily adjusted on-and-off 
clips; manual control makes it 
possible to operate switch manu- 
ally without disturbing normal op- 
erating cycle—Electrical Merchan- 
dising, February, 1937. 


38 MOTO-HEATER 


Geo. K. Culp, 406 S. Columbia, 
South Bend, Ind. 


Device: Automatic car motor control 
that automatically starts and stops 
motor in auto to keep it warm in 
winter when parked or in unheated 
garage; battery charges during op- 
eration of “Moto-Heater”. 

Price: $15.—Electrical Merchandising, 
February, 1937. 


35 YEATS Dolly 


Yeats’ Refrigerator Dolly Co., 349 
E. Ellis St., Long Beach, Calif. 
Device: Dolly to facilitate moving 
refrigerators, ranges, washing ma- 
chines and other heavy appliances. 
escription: Hardwood frame; wheels 
with Hyatt roller bearings, Good- 
rich rubber tires; front surface 
of frame upholstered with felt pad- 
ding; steel lip and heavy woven 
strap hold appliances securely.— 


~ 


Sell the RIGHT BELT 


Electrical Merchandising, February, 
1937. 
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Endless Cord V Belts 


4 


FOR EVERY APPLIANCE 


RACTICALLY every make and model of appliance requires its 
Pow special size fractional horsepower V belt for satisfactory 
operation—a belt that is absolutely accurate in both length and 
cross section. 


You can satisfy every customer with Goodyear Endless Cord V 
Belts. They are “tailor-made” in 214 sizes to fit every type of 
home and shop appliance and light power tools. Each one is the 
exact width to fit the sheayes snugly. Each one is the correct 
pulley-to-pulley length, built truly endless with Goodyear’s famous 
endless cord construction —the most nearly stretchless known! 


Because Goodyear V Belts fit perfectly, they run the machine 
perfectly — efficiently at correct speed — quietly without slip or 
slap. Because they are virtually stretchless, they last far longer 
— make lasting friends for 
you. And because you have 
the right belt for every cus- 
tomer, you make more sales, 


bigger profits. 


For information and prices 
eall your jobber, or write 
Goodyear, Akron, Ohio, or 
Los Angeles, California. 


THE GREATEST NAME IN RUBBER 


FRACTIONAL HORSEPOWER ENDLESS CORD V BELTS 
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TOPHE ; 


A LAMP WITH 
ALL THESE 
SELLING POINTS 
a $1.25 RETAILER? 


“Impossible,” you'll say. 
And you're almost right. 
Up to now, it was im- 
possible to turn out a 
quality clamp-on lamp 
at so low a price, but 
we've perfected our pro- 
duction to the point 
where you can not only 
sell the Just-the-Lite for 
$1.25, but make a sub- 
stantial profit for your- 
self, as well! 


Dept. E.M. 2 


\ 


...used by and for 


QUALITY 


Electrical Appliances 


Gu 1898 Wilbur B. Driver has engaged in 
developing and producing alloy wires for 
electrical uses. He was actually the founder of 
the resistance wire industry in the United States. 
His constant aim has been to improve existing 
standards and to develop new and better alloys 
as the need arose. It is therefore significant 
that today the Electrical Appliance Industry is 
using heat-resisting alloys of a much higher qual- 
ity, irrespective from whom it may be buying, 
primarily because of the efforts of Wilbur B. 


Driver. 


“TOPHET” is the trade name of the long-life 
nickel-chrome alloy produced by Wilbur B. Driver 
Company. Every spool bears the initials W.B.D. 
An enviable reputation is jealously guarded. 


And the fact that manufacturers of quality elec- 


trical appliances use “TOPHET" for their heating 
elements, simply confirms the work of a lifetime. 


WILBUR B. DRIVER CO. 


Newark New Jersey 


A $1.25 RETAILER 


A WALL LAMP - A TABLE LAMP 
A SHAVING LAMP - A BED LAMP 


all in one 


Rubber guards prevent scratches on 
furniture. Adjustable arm to throw 
light in any direction. Arm and 
base in baked enamel walnut, 
maple, ivory, green, blue, orchid or 
white. Chromium plated stem and 
clamp attachment. Patented. Wiring 
assembly Underwriter’s approved. 


Wherever the Just-the-Lite is carried 
—and its fame is spreading like wild- 
fire—it is selling as fast as it is stocked. 
A word to the wise dealer is sufficient! 


Your wholesaler will supply you. or write 
direct for sample and dealer’s discount. 


Note to Wholesalers: Quotations on request 


T. BAUMRITTER CO., INc. 


171 Madison Avenue, New York 
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39 EVERHOT Roasters 


The Swartsbaugh Mfg. Co., Toledo, 

hio. 

Description: Two entirely new, auto- 
matic electric roasters and a new 
separate broiler that will fit both 
new as well as old models already 
on the market, are being shown to 
the trade by the Swartzbaugh Man- 
ufacturing Company, Toledo. One 
of the new models will be similar in 
shape and size to the past season’s 
Everhot oval, but will embody many 
refinements and new features. The 
second model of the duet will be 
rectangular in shape and will boast 
a meal capacity second to no other 
roaster-cooker on the present day 
market. The new broiler attach- 
ment is an innovation in the appli- 
ance field. It will retail as a separate- 
unit attachment.—Electrical Merch- 
andising, February, 1937. 


v 


40 HOTPOINT Calrod Unit 


Edison General Electric Appliance Co., 
5600 W. Taylor St., Chicago, Ill. 


Device: New Hi-speed. “Thrift- 
Coils” Calrod unit. 

Description: Eleven times more con- 
tact surface. higher speed, longer 
life, increase in efficiency for all 
domestic cooking operations are 
major features of this new Hot- 
point Calrod unit; new coils have 
flat upper surface retaining round 
shape on lower side; laboratory tests 
show new, flat coils are 10 per cent 
faster with same amount of current, 
the manufacturers claim. To be 
used as standard equipment on all 
Hotpoint ranges. — Electrical Mer- 
chandising, February, 1937. 


41 ELECTRO Door Chime 


Schwarze Electric Co., Adrian, Mich. 


Description: Single stroke signal; 
operates on transtormer or dry cells; 
tone of chime bar is amplified by 
specially designed resonator; fits 
same space as present door bell; 
gray or ivory finish with cadmium 
plated chime bar. 

Price: $1.20.—Electrical Merchandis- 
ing, February, 1937. 


Review 


As an added convenience items are numbered 


42 LIGHTOLIER Fixture 
Lightolier Co., Jersey City, N. J. 

Device: “Lightflor” fixture. 

Description: Fluted Mellotone glass 
shades with chromium and walnyt 
trim; fingertip switch to control 2 
3, or 5 lights as needed; 1%} jn, 
wide, 42 in. long; available in 5. 
and 3-light close-to-ceiling and 3. 
light hanging models, also wall 
bracket and 1-light close-to-ceiling 
fixture to match.—Electrical Mer. 
chandising, February, 1937. 


v 
43 WESTINGHOUSE Door Bell 


Transformer 


Westinghouse Electric & Mfg. Co., 
Mansfield, O. 

Device: Door bell transformer de- 
signed to meet requirement for door 
bell, buzzer, door opener and an- 
nunciator in home, small apartments 
and business establishments available 
in primary ratings of 100/120— 
200/240 volts and 50/133—24-40 
cycles, the secondard voltage for 
type L transformer is 10 volts and 
for type TRI transformer is 6-12 or 
18 volts; square, round or octagonal 
mountings for use on conduit boxes 
also available with 10 volt sec- 4 
ondary.—Electrical Merchandising, 
February, 1937. 


44 SIGNAL Fan 


Signal Electric Mfg, Co., 
Menominee, Mich. 


Device: “Cool Spot” No. 1660 oscil- 
lating fan. 

Description: 16 in. quiet-type blade, 
a.c. fan; lever type 2-speed switch 
in base; finished in black lacquer 
with polished aluminum blades.— 
Electrical Merchandising, February, 
1937. 
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Description: 


Description: 


FEBRUARY, 


New Products 


—Card for full information on page 66 


45 L & H Hi-Speed Calrod Unit 
A. J. Lindemann & Hoverson Co., 


Milwaukee, Wis. 


Device: New heating unit used on all 


L. & H. ranges. 

All exposed or “live” 
parts eliminated; element is thor- 
oughly insulated from sheath of the 
Hi-Speed L. & H. Calrod, which 
is grounded; withstands extremes 
in temperature without warping, 
scaling or splitting; “Flash-proof” 
terminal connections; 2 sizes: giant 
2100 watt for quantity cooking and 
1200 watt for average size utensil; 
accurately controlled by 3-heat re- 
ciprocating switches to fast, medium 
and low.—Electrical Merchandising, 
February, 1937. 


46 IRON FIREMAN 


Pyrometric Controls 


Iron Fireman Manufacturing Co., 3170 


W. 106 St., Cleveland, Ohio 

New control system, 
connected with stoker, meters the 
coal to the fire on the basis of time- 
and-temperature; operates the Iron 
Fireman under the thermostat con- 
trol from the rooms being heated, 
and also makes the most of the 
stable fuel bed characteristic of a 
coal fire to keep the heating plant 
warm and conditioned for use; pro- 
vides positive assurance the stoker 
will not operate if fire becomes ex- 
tinguished ; unique indicator dial tells 
which one of four reasons is respon- 
sible for operation or idleness of 
burner. (Available only on Iron 
Fireman automatic coal burners.) — 
Merchandising, February, 


v 


47 BONNEY Flashlight-Screw 


Driver 


Bonney Forge & Tool Works, 
Allentown, Pa. 


Model: No. OF5 flashlight screw 


driver for servicing oil burners, etc. 


Device: Light in handle of screw 


driver provides ample light for ad- 
justments in dark spots; handle of 
transparent, amber-colored non-con- 
ducting composition contains 2 
standard flashlight batteries and 
bulbs; blade 3/16 in. diameter with 
3/16 in. tip, magnetized for picking 
1p small objects; length overall, 
104 in—Electrical Merchandising, 
February, 1937. 


48 GE Battery Charging Shop 


General Electric Co., Appliance & 
Mdse. Dept., Bridgeport, Conn. 


Device: New G-E Tungar 12-battery 
charging shop for service stations, 
garages, etc. 

Description: Will charge as many as 
12 6-volt batteries or 6 12-volt 
batteries at 6 amperes; steel cabinet 
finished in red with contrasting 
ivory panel; compartments on each 
side provide space for battery tools 
and jumpers, carrying straps, etc.; 
shelves hold 12 batteries accessible 
for testing without removing; unit 
is equipped with 4  acid-proof 
molded rubber trays, battery clips 
and jumpers for 12 batteries; 110 
volt 60 cycle a. c.; 314 in. high, 
14 7/8 in. wide, 48 in. long. 

Price: $57.50.—Electrical Merchan- 
dising, February, 1937. 


49 SUR-WAY Hair Brush 


Thompson Mfg. Co., 1517 W. 7th St., 
Los Angeles, Calif. 

Device: Hair brush and massage. 

Description: For treating dandruff, 
baldness, etc.; back of brush may be 
used as massage for treatment of 
sprains, rheumatism,; a.c. or d.c. 

Price: $10 complete—Electrical Mer- 
chandising, February, 1937. 


50 EDISON Timing Relay 


Edison Electrical Controls Div. 


Thos. A. Edison, Inc., Orange, N. J. 
Device: Timing relay for alarm cir- 


cuits and heating devices where it is 
desired to remove from circuit an 
accelerating heat-up unit as device 
attains operating temperature. 


Description: “Sealed Protection” tem- 


perature controls; gives delay peri- 
ods of 10 to 15 minutes; small ex- 
ternal resistor used for adjustment 
of period; handles 800 watts at 
voltages up to 230 a.c. or d.c.; fur- 
nished for open or closed circuit 
operation; unit consists of small 
metal block into which control ele- 
ment and small electrical heater are 
assembled.—Electrical Merchandis- 
ing, February, 1937. 
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237 Walnut Street 
MORTON - - ILLINOIS 


PROFITABLE 


LAMP SALES 


AVERAGE SALE 
PER CUSTOMER 
5 NALCO LAMPS 


It doesn't take long to move a stock 
of Candle Flame Lamps, and to 
earn your profit quickly, when you 
consider that the average customer 
buys 5 Candle Flame Lamps at a 
time. This figure is from the rec- 
ords of many retailers throughout 
the country. 

Candle Flame Lamps have a tre- 
mendous novelty appeal when prop- 
erly displayed, because they 
actually simulate the appearance of 
a candle in ordinary candle-type 
fixtures. Burn with a soft, mellow 
glow which has immediate appeal 
to home owners, as well as large 
buyers—churches, funerai directors, 


hotels, etc. 
NALCO gives you every possible 
selling aid, as illustrated here. 


Backed by national advertising in 
the leading trade publications of 
many fields, as well as by consumer 
advertising. 


GET STARTED NOW with one 
of these complete merchandis- 
ing stock packages. 


200 Lamp Order 


| Window Display, | Counter Display, | Wall Display, 8 Display Car- 
tons, Mats. Your selling price—$75.00. Your cost—$49.75. YOUR 


PROFIT—$25.25 
100 Lamp Order 


BEAUTIFUL SIX-COLOR NEUTRAL TONE 
WINDOW DISPLAY COMPLETELY WIRED, 
INCLUDING FIXTURES, GIVEN WITH 200 
LAMP STOCK ORDER. 


WIRED CANDLE 
FLAME COUNTER 
DISPLAY AVAIL- 
ABLE TO DEALERS. 


WIRED CANDLE 
FLAME WALL & 
FIXTURE AVAIL- | 
ABLE TO DEALERS. 


| 
KNEWSPAPER MATS. 
| 


| Counter Display, | Wall Display, 4 Display Cartons, Mats. Your selling | 


price—$37.50. Your cost—$24.38. YOUR PROFIT—$13.12 


50 Lamp Order 


1 Counter Display or Wall Display, 2 Disp!ay Cartons, Mats. Your sell- 
ing price—$1!8.75. Your cost—$1!2.19. 


NORTH AMERICAN ELECTRIC LAMP COMPANY —— 


1155-B South Broadway 


YOUR FROFIT—$6.56 


St. Louis, Mo. 
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every dealer ‘ used this story— 
ELLING REFRIGERATORS would be 


Insulation in a refrigerator is solely 
for the purpose of keeping out room 
heat. If it is good insulation, very 
little heat gets in and the box is 


economical to run. 


But after a period of operation a 
peculiar thing happens. In spite of 
so-called moisture 
seals, moisture be- 


gins to condense 


between the refrig- 
erator walls, because 
of the difference in temperature 
between the cold inner compartment 


and the warm outer shell. 


Here is where the importance of the 
right insulation is clear. For most 


insulating materials of whatever na- 


ture blot up this moisture. And as 


more and more accumulates, the 
efficiency of the material becomes 


correspondingly less. The electric 


meter runs on and on, and the cost 
of operation goes 


up and up. 


Moisture in the 
walls causes damage only if it soaks 
into the insulation. If insulation is 
“non-hygroscopic” (as in the case 
of wax or a duck’s back), the 
moisture will not 
be absorbed by it. 
Dry-Zero Insula- 


tion is “non-hy- 


groscopic,” will 
not absorb moisture and, therefore. 
will continue to give the highest 
insulating efficiency for the life of 


the refrigerator. 


Tell your prospects this story if you 
are selling a Dry-Zero insulated re- 
frigerator. Tell them Dry-Zero Insu- 
lation can save from 20¢ to $2.00 a 
month in cost of operation, as long 


as the refrigerator lasts. 


If you want a supply of folders 
explaining and_ illustrating these 


points, write today. 


DRY:-ZERO 


PAT. OFF. 


ENS ULATION 
The Most Efficient 
Commercial Insulant Known 


DRY-ZERO CORPORATION 


222 North Bank Drive, Chicago 
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687 Broadview Ave., Toronto 


The 
Modernized 


CONTINUED FROM PAGE ‘5 


business men’s accounts to pri that 
women can do this, but there js the 
fact that in France the women ar 
the treasurers and bookkeepers of th 
family. I know of no biological dij. 
ferences between American and 
French women which prevent Ameri. 
can women from becoming just as 
good financiers as are their Frenc! 
sisters. There is no reason why 
American women should look helpless 
and bewildered when they deal wit! 
the accounts of their families today 
than there was any good reason for 
women fainting at the slightest emo- 
tional upset back in the heydey of th 
Victorian era. It was the fashion for 
women to faint in those days—henc: 
| they had to faint to keep up with th 
fashion. It is the fashion today for 
women to run away from statistics 
and costs and budgets—hence the rig- 
orous analysis to which industry 
subjected, does not take place in the 
home. But fashions change—are 
changing constantly. And the on 
thing which the depression has don: 
for the American woman is to at least 
open her eyes to the possibility tha: 
it may be “smart to be thrifty.” 

To make this way of living one 0’ 
the habits of the millions of Americar 
homemakers requires not merely th: 
enlistment of teachers of home eco- 
nomics in the schools—it requires t! 
launching of a movement for a new 
kind of adult education. It isnt 
enough to “sell” women on the idea 
of putting in a modern electric range 
with a time-clock controlled oven 
Unless she can be persuaded to bake 
bread and to use that oven to earn 
money for her family, she isn’t getting 
what she should out of her investment 
in the range, and of course she isn’t 
using the current which the company 
would like to sell her. Classes and 
groups of women would have to be 
organized to study the fascinating 
game of doubling the income of the 
family by making the kitchen as pro- 
ductive as is the job which the money- 
earner of the family is holding down 
Costs would have to be studied, along 
with efficiency methods. Homes would 
have to be newly built or modernized 
for production as well as for consump- 
tion. Textbooks and bulletins empha- 
sizing the economics as distinguished 
from techniques of homemaking would 
have to be prepared and widely dis 
tributed. 


* * * 


I realize that if this movement were 
to get well under way, that it would 
represent a transfer of demand {or 
power from industry to the home. Ii 
most women baked bread at home, 
obviously the commercial bakers would 
use less current. But so far as the 
power industry is concerned, tat 
would represent a net gain, not a lo-s. 
Not only do the commercial users 
tend to pay less per Kw.-Hr. than do 
the domestic users, but their use of 
current per unit of product is naturs !y 
less. It takes more current to b. ke 


two or three loaves at a time in ‘1 
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Old Homestead 


oven of a family range, than to bake 
hundreds of loaves in the large ovens 
which commercial bakers use. The 
housewife can, of course, afford to 
use more current; her saving is so 
great that she can disregard the in- 
crease in the amount of current she 
uses. I am not arguing that the com- 
panies should discriminate against the 
commercial users; my argument is 
merely that they should cease discrim- 
inating against the domestic users— 
that they should go as aggressively 
after business from the domestic user 
as they now go after business from the 
commercial user. The domestic and 
commercial departments ought to be 
engaged in a sort of friendly rivalry. 
Promotion for the commercial depart- 
ment means educating industry to pos- 
sible profits from the use of more 
electricity. Promotion for the domestic 
department means educating the house- 
wife to the use of electricity for pre- 
cisely the same purpose—for the pur- 
pose of earning money by productive 
activities in the home. 
* * * 

The common people of America— 
of whom Abe Lincoln remarked that 
God must love them because he made 
so many of them—are not enjoying 
the standard of living to which the 
machine age entitles them. One of 
the reasons for this, in my opinion, 
is the fact that the productive possi- 
bilities of the home have been over- 
looked in our preoccupation with the 
development of industry. Here is a 
program that means business for the 
utility industry, but even more it 
means raising the standard of living 
for people as a whole. It seems to me 
an almost perfect instance where head 
and heart might co-operate in helping 
to create a better America than the 
one with which we are blessed at 
present. 


Washers to the right of him, refrig- 
erators to his left, but Percy Simmons 
remains undaunted. Mr. Simmons, a 
well known appliance man in Michi- 
gan, manages the appliance depart- 
ment of Ackerman Electrical Supply 
Co., Grand Rapids, Mich. Not so 
long ago, this firm was appointed 
distributor for Crosley in northwest- 
ern Michigan. 


Auto atic 


The enthusiastic response which the new Automatic 
Washers have received from dealers and public 
has centered attention on the outstanding sales 
points of this 1937 line. Such 
features as the exclusive 
Invertible DUO-DISC 
Agitator, the “Stokes” Ball- 
Bearing Transmission, and 
the exclusive Magic Button 
Wringer Control, are im- 
portant factors in making 
sales. Another substantial 
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sales asset is the smooth, 
silent, efficient Sunlight 
motor which supplies the 
power in every Automatic 
Electric Washer. Sunlight 
motors are reliable and 
trouble-free, with sufficient 
lubricant to last the life 
of the washer. They contribute greatly to the satis- 
faction which users get from their Automatic Wash- 
- ing Machines. . . . SUNLIGHT ELECTRICAL DIVISION, 

General Motors Corporation, Warren, Ohio. 
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She wields a mean mop ...sur what’s that to her refrigerator? 


... IT’S FINISHED with DULUX! 


REG. U. S. PAT. OFF. 


IS ONLY ONE REASON 
WHY MORE THAN 


3,000,000 


REFRIGERATORS 
TODAY GLEAM WITH 
A DULUX FINISH! 


VEN a 110-pound housewife can hand 
out a pretty nasty crack with a mop 
handle, though she may not mean to. 


But her gleaming DULUX finished re- 
frigerator just laughs at accidents. For 
DULUX is made that way—tough and 
durable. 

Women know DULUX .. . that it gives 
them everything they demand of a finish 
for modern refrigerators. And that’s why 
DULUX is such a definite help in selling 
refrigerators faster. 


BRIEFLY, HERE’S WHY: 


DULUX keeps its pure, gleaming white- 
ness, in spite of years of hard service. It 
2 resists turning yellow and dingy with age. 

— , _ It is remarkably easy to keep clean and 


ing and corrosion. 


The fact that more than 3,000,000 re- 
frigerators are finished with DULUX is 
proof of the popularity and outstanding 


D . qualities of this famous finish. 
fe or ref rig erators Send today for a handy booklet, “Sell- 


ing Made Easier With DULUX.” It con- 
tains many a handy sales tip. Write to 
E. I. du Pont de Nemours & Co., Inc., 
Finishes Division, Wilmington, Delaware. 
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SERVICE 


EFFECT OF LOW TEMPERA- 
TURE ON CONDENSING 
UNIT OPERATION 


By Charles Martinson 


In these days of sub-freezing 
weather, many service calls of the 
following character are made. 

The owner of the equipment com- 
plains that: for no reason at all his 
refrigerator unit, which is governed 
by a pressure controller refuses to 
turn on, even though the cabinet or 
case temperature has risen consider- 
ably above normal. 

Upon initial examination the serv- 
iceman finds that the SO, condensing 
unit is installed in a nice cool place 
in the basement. The fact that he 
can see his breath confirms his 
opinion that the location is ideal. He 
then puts on his compound gauge and 
finds a back pressure of about ten 
pounds, which is one or two pounds 
under the pressure at which the control 
should cut in. At this point he prob- 
ably trips the control on by hand to 
check for a plugged liquid line, defec- 
tive expansion valve, etc., but once 
started, the machine may operate nor- 
mally without evidence of trouble. 

There is trouble, however; and the 
fault is not in the equipment, but in 
the temperature of the room in which 
the condensing unit is located. By 
referring to a sulphur dioxide tem- 
perature-pressure curve we find that 
the refrigerant must be warmer than 
36 degrees to exert a pressure above 
10 pounds. Though the room tem- 
perature would have to be below 36 
degrees to bring the condenser pres- 
sure down between cycles, any low 
extreme temperature around the con- 
densing unit might result in the above 
service call. 


ELECTRICAL CIRCUIT OF 
MAJESTIC 50 AND 51 


By Walter G. Christie 


Thousands of Majestic models 50 
and 51 have been sold. Many firms 
who sold these jobs have gone out of 
business and as a result customers 
have to appeal to independent service 
Organizations for service on their 
machines. 

The original electrical equipment 
appears complicated and tricky. As 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


a result many servicemen hesitate to 
attempt to service these jobs. 

Although the wiring appears com- 
plicated the principle upon which it 
operates is quite simple. 

In order to make the following 
diagrams of practical value, each 
wire is numbered and each binding 
post is numbered. Hence, if the 
service man wants to remove the re- 
lay, he can see from the diagram that 
he has to unsolder leads at 5-4-3. 


Thermostat switch and overload 
devices 
On model 50, the thermostatic 


switch is located in the relay box 
which stands in front of the com- 


pressor body. The thermostatic bulb 
is clamped to the freezer and a small 
line is run from the cabinet to the 
switch along the liquid and suction 
The overload protector on this 


lines. 


job is a time delay fuse which is lo- 
cated on top of the relay box. 

On model 51 the switch is located 
inside the cabinet. The overload pro- 
tector is part of the switch. It is 
made up of a heater element in series 
with the line and of a cog sweated 
to a spindle. When an overload oc- 
curs, the heater element melts the 
solder on the spindle and the cog spins 
around allowing the switch to open. 
In order to start the job again, the 
switch must be turned to the “on” 
position. 


Flow of current to starting 
winding 
Refer to figure 1. The numbers in 
the circles represent the binding posts 
as shown in figure 1A. 
Current flows in the line at A, 
through the relay coil, through the 
running winding of the motor back to 


Overload protector 


We pay for all acceptable ideas. 
Address SERVICE EpiTorR, Electrical Merchandising 


330 West 42nd St., New York City 


1937 


the line at B, as shown by the ar- 
rows in figure 1. 

Because the motor armature is sta- 
tionary, this initial current is very 
high (in the neighborhood of 13 
amperes). 

Now, anytime a current flows 
through a coil of wire, it will magne- 
tize that coil. So the relay coil be- 
tomes magnetized as does the running, 
winding of the motor. The strength 
of the magnetism depends upon the 
amount of current flowing in the coil. 
The greater the current, the more 
powerful the magnetism! 

Because the armature is stationary, 
the current flowing in the circuit is 
very large and the relay coil becomes 
a powerful magnet. It forces the 
iron arm of the moveable contact up- 
ward and thus closes the relay switch. 

The circuit now becomes that of 
figure 2. 

The running winding current flows 
as in fig. 1. But now, at point 4, 
the line current splits up and a new 
current flows (double arrows) up 
through the relay switch, through the 


condenser and through the starting 
winding back to the line. Thus the 
starting winding gets its current. 


; Revolving field 


As a result of the current flowing 
in the starting winding, the winding 
becomes magnetized. 

Because this current passed through 
the condenser, the current was 
speeded up so that the current flowing 
in the starting winding is always ahead 
of the current flowing in the run- 
ning winding. Or as engineers would 
say, “The current in the starting 
winding is out of phase with the 
current in the running winding.” 

Whenever one coil has a current 
flowing through it which is out of 
phase with the current in an ad- 
jacent coil, the resultant magnetic 
field revolves around the inside of the 
motor frame. The armature of the 
motor is made up of laminated iron. 
The revolving field drags the iron 
armature around, making the motor 
start. 

Once the motor is up to speed, the 
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WASHERS ARE USELESS . . . 


without lots of clean, hot water... 


. without it, no matter how good the 
washer, clothes won't come clean and 
white. 


Sell SEPCO Electric Water Heaters for 
CLEAN, LOW COST, “HOT” hot water. 
Make washers perform. Make cooking 
more economical. Make bathing a joy. 


. and make a profit in every sale. 


Send for Bulletins, complete information 
and a dozen sound reasons why SEPCO 
Heaters should be your choice. 


AUTOMATIC 
ELECTRIC 
HEATER 


COMPANY 


POTTSTOWN 
PENNA., U. S. A. 


INVITES YOU TOSHARE 


NEW BUSINESS 
QUICK SALES 
BIG PROFITS 


with the fastest selling line that ever graced 
a showroom floor — the 1937 


CADILLAC 


MOTOR-DRIVEN BRUSH 


VACUUM CLEANERS 


Make no mistake about it—you're not inviting 
trouble when you take on Cadillac. They're made 


right! They're priced right, and—we treat our 
dealers right! 


NATIONALLY ADVERTISED 


This year Cadillac steps into the fastest moving adver- 
tising campaign in its histo Good Housekeeping, Pic- 
torial Review, Delineator, Better Homes and Gardens, 
American Home, Parents Magazine and Child Life will 
consistently remind homemakers of Cadillac. Colorful, 
attention- -compelling window displays, counter cards, 
streamers, imprinted circulars and envelope stuffers are 
immediately available without charge. And to encourage 


local advertising we offer free complete newspaper mats 
and personal sales aids. 


SOLD ONLY THROUGH RELIABLE DEALERS AND 
JOBBERS 


For Particulars Write to 
CLEMENTS MFG. CO. 


6666 South Narragansett Avenue 
CHICAGO, ILLINOIS 


4 MODELS 
ALL WITH 
ELECTRIC 
LIGHT 


revolving armature acts with the run- 
ning winding to produce a revolving 
field and keep the motor revolving. 
As a result, the starting winding is 
no longer necessary, and can _ be 
disconnected. 

This is accomplished very simply in 
the Majestic refrigerator. When the 
armature starts to turn, the current 
flowing through the running winding 
falls off sharply. When the motor is 
at about } full speed, the current has 
dropped to about 6 amperes. This 
relatively low current will not pro- 
duce enough magnetism in the relay 
coil to hold the switch arm up. As 
a result, the switch arm drops down, 
opening the starting circuit and thus 
cutting off the flow of current to the 
starting winding. 


Electrical service troubles 


Unit won't start. Test for bad 
thermostatic switch. To do this short 
circuit terminals 1 and 2 with a 
piece of wire. If unit starts, switch 
is defective. 

Unit won't start; overload switch 
keeps opening. Apply power and 
quickly short circuit terminals 4 and 
5. If unit starts, remove the short 
circuit. If job still continues to run, 
relay is defective. Try cleaning the 
contacts and bending the stationary 


arm downward. 
burned replace the whole relay. 


If points are badly 


Unit won't start, 
keeps jumping out. Slip off belt 
Try to start motor. If motor just 
hums, short circuit condenser term- 


overload switch 


inals. If motor starts, replace con- 
denser. Condenser is 110 MFD, 110 
volt, a.c. 


Replacing motor 


If the motor on a Model 50 or 31 
has to be replaced, a_ repulsion- 
induction or a direct current motor 
may be substituted for the original 
motor. When a substitution is made, 
it will be necessary to discard the 
relay assembly. On Model 51, the 
entire relay can be discarded. 

However, on Model 50, the ther- 
mostatic switch will have to be re- 
tained. The receptable for the over- 
load protection can often be mounted 
on the motor lead box, (Delco and 
Wagner Motors). On other motors, 
a new bracket can be made for hold- 
ing the recepticle. 

When changing motors, it is es- 
sential that the overload protection 
be changed to suit the new motor. 
On the Model 50, the time delay fuse 
will have to be changed; on Model 51, 
the overload heater in the switch will 
have to be changed. 


MAKES and MODELS 


ROYAL (Cleaner)—Removing the 
armature ... (It is necessary to do 
this in order to properly sand and 
dress the commutator, re-seat the mo- 
tor brushes and to remove strings 
which will occasionally wind them- 
selves around the motor shaft back 
of the fan, causing excessive friction 


and eventually burning out the arma- 
ture). First remove the nozzle by 
releasing latch “A”. The four screws 
“B” should then be withdrawn. This 
will release the fan housing, which 
should in turn be removed. Loosen 
screws “C”. These are located un- 
der the fan and are usually hidden by 
a layer of caked dust. Oiler “D” 
should then be removed by screwing 


FEBRUARY, 


it out with a pair of pliers. (Be sure 
to remove the entire oiler). The 
screws “C”, loosened, will permit the 
armature to be withdrawn as slack 
appears at the screws. By continu- 
ally backing the screws out and 
taking up the slack the fan, front 
bearing and armature may all be 
withdrawn as a unit. It is a good 
idea to remove the two motor brushes 
“E” and their springs before remov- 
ing the armature. If the fan is to 
be taken off care should be taken not 
to strip its threads since the fan 
made of soft material and _ fore 
enough to strip it can easily be 
applied. 


FRIGIDAIRE (1936 Refrigerator 
—Mechanical noise on machines hay 
ing condenser on back . . . Tape 
“leads” that come out of the top at 
the back of the cabinet securely 
These bend down and pass betwee 
the back of the cabinet and the con 
denser. 
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FEATURE THESE TIMELY APPLIANCES 


Model No. 
Egg Service, 


Service. 
complete, 


A fast-moving, 
price item. 


Model No. 794, $1.95. 


FOR EASTER 


1933 
Retail price $6.95. 


Model No. 800, Special Egg 
Retail price $3.95 

This egg service 
includes four-egg cooker in 
ivory and chromium, four 
ivory egg cups and colorful 
tray in green, blue or ivory. 
popular- 


An ideal pre-Easter promotion. 
Hankscraft Egg Cookers and Sets 
offer a natural tie-up. Special Easter 
literature and display material avail- 
able. Write for details. 


SALES 


Model No. 193 
Automatic Electric 
Egg Cooker, $3.95. 


Retail 
price 
$3.95. 


Baby Bunny Bottle 
Warmer. 
Fully automatic. 


THE HANKSCRAFT COMPANY 


1015 E. Main Street, Madison, Wisconsin 


Appliance 
Sales 


Refrigerators 
—up 28% 
Washers 
—up 27% 
Oil Burners 


—up 45% 


Stokers 
—up 92% 


ELECTRICAL MERCHANDISING 
330 W. 42nd St., N. Y. 
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KELVINATOR (Refrigerator) — 
Noisy, oil-pumping, frosted suction 
line in high-side float system .. . 
Job hz3 too much gas. Purge SO,| 
into lye water until machine cuts out 
at 6” when the switch is set in nor- 
mal position. Check several cycles to 
be sure too much SO, has not been 
purged out. Take care in using lye| 


as shown. 
the tube. S09 can be discharged 
rapidly without splashing 


| water that none is spilled on the 
| floor. Place pail on a rubber mat 
|to avoid spots due to splashing. In 
| case lye water is spilled immediately 
| wash floor with plenty of water to 
prevent stains. 

It is good practice to make up a 
discharging line as illustrated. This 
line will allow SO, to be purged rap- 
idly without danger of splashing lye 
water over the sides of the pail. Al- 
ways use an iron or a wooden pail, 
never an aluminum one. 


APEX (Washer)—When agitator 
post packing in late type machines 
deteriorates water runs into the gear 
case and mixes with the oil . . . To 
remove the water and oil without 
tearing down the gear case open the 
4 inch pipe plug at the bottom of the 
case. Then install a } inch screw fit- 
ting on a small bicycle pump and fit 
it in the opening at the top of the 
gear case. Operation of the pump 
will force air into the case and the 
case will drain of oil and water. 
Rinse thoroughly with kerosene and 
put in new oil. Install new packing 
in the agitator post. 


| CROSLEY (1935, 1936 Refrigera- 
tors)—Noisy but operation is normal. 
|. . . Check rubber motor mountings. 
These wear frequently and cause the 


trouble. 


unit type evaporator apply hot water 
packs around the evaporator. Usually, 
if this does not work it is desirable to 
order a new valve and install it. 


STEW ART-WARNER (Refriger- 
ator)—Erratic cycling of dry system 
and erratic ice freezing, sometimes 
accompanied by pool of water on 
floor, beneath cabinet . . . Expansion 
valve is probably working improperly, 
not metering the SO, as it should. 
Sometimes the valve sticks closed, 
causing the evaporator to defrost, at 
other times it sticks open, making 
the suction line sweat and frost, caus- 
ing the water pools. To repair, re- 
place the expansion valve. 


PROFITABLE VOLUME 


in 30 days’ time... 


FRIGIDAIRE (Refrigerator)—To | 
open stuck float valve in the sealed | 


Beverage -Food 


ACOOLER? 


Model 200 


1 Every place selling bottled 
* beverages and food is a pros- 
pect—just count those near you! 


9 PELCO makes its own ice 
* automatically — as needed. 


3 Cools bottled beverages from 
* room temperature to desired 
degree in approximately 30 min- 
utes. Nine stages of cold control. 


4 Package type — simply plug 
* into any light socket. 


A complete line of various 

* sizes. Designed and produced 

by a reliable concern maintaining 
high precision standards. 


6 Built right — priced right 


Model 112 
PELCO is 2 units in 1. 


The fast- 
est bottled beverage cooler made 
plus an efficient refrigerator. Tap 


rooms, restaurants, hotels, lunch 
rooms, find this a big money maker. 


Distributors—a few choice terri- 
tories are still available. Deal- 
ers—wire immediately for name 
of nearest distributor. Address 
Dept. B237. 


Refrigerator DiviAcon 
PORTABLE ELEVATOR MFG. CO. 
ESTABLISHED 1899 
BLOOMINGTON, 
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SELL THE 

NEW-TYPE 

R&M FANS 
that 


COOL THE WHOLE HOUSE! 


.. . for Offices, Stores, Factories, too! 


There is important new business to 
be had with the new R & M Air 
Circulators, the remarkable big fans 
that move from 6600 to 10,000 cubic 
feet of air per minute —as much as 
a dozen ordinary fans. Placed before 
an open window in attic or spare 
room, blowing outward, they draw 
in cool, fresh air through all other 
open windows, and cool the entire 
house effectively and inexpensively. 


R&M Air Circulators are made 
in 20, 24, and 30-inch sizes; in floor, 
bench, wall, and ceiling models. 
Smartly styled and handsomely 
finished, for home or business. Re- 
tailing from $40 up, they offer a 
new opportunity to make profit- 
able large-unit sales. Investigate. 
Send for the new R & M 1937 cata- 
log Robbins & Myers, Spring- 


| 


field, Ohio; Brantford, Ont. 


MYERS 
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RICE (Refrigerator) — Machine 
using American Radiator evaporator 
runs continuously, no refrigeration, 
test shows job has sufficient refrig- 
erant . . . Trouble generally due to 
plugged capillary tube. When re- 
placing tube use one with same length 
of capillary or job will not operate 
satisfactorily. If a proper tube is not 
available replace it with an automatic 


expansion valve. Before starting up 
job replace liquid line strainer. If 
this strainer works correctly capillary 
tubes do not ordinarily plug up. If 
an expansion valve is used to replace 
the capillary set it to operate at 6 
Ibs. pressure. 

Job operates continuously, refrig- 
erates for a short time and then won't 
refrigerate for several hours 
Usually indicates water in the sys- 
tem. (Water freezes at the capillary 
and stops the flow of refrigerant). 


Add 1 teaspoonful of anhydrous 
methyl alcohol through the liquid 
line. To do this pump down the job 


and crack it back to zero. Open the 
liquid line and make a trap as shown 
in the accompanying sketch. 


and re-connect the liquid line. The 
trap will hold the alcohol while you 
make up the line. 


SERVEL (Refrigerator) — Con- 
tinuous operation, no refrigeration, 
20” back-pressure in high-side float 
thermostatic control model 
Trouble probably lies in gas-bound 
float. Purge methyl chloride out of 
float valve by opening purge port on 
top of boat valve. 
located near the freezing unit on 
these jobs. The job does not use an 
intermediate pressure valve. 

This condition will occur on a 
sulphur or methyl job when the 


freezer is installed in a warm room | 


and the unit in a cool cellar. 
bound float 


A gas- 
generally occurs after 


the machine has been out of service | 


for a while or after the job has been 


< 
# 
x 

§ 

8 
= 


Coo/ basement 


Receiver 


defrosted. See illustration. The 
float chamber will contain gas under 
a pressure higher than the pressure 
on the liquid in the receiver because 
the float is in a room whose tempera- 
ture is higher than the temperature 
of the compressor. As a result, the 
float valve will not receive liquid and 
will not open. 
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Now | 
pour the alcohol into the liquid trap | 


Float is usually | 


SOWSOAT ON WHEELS 


CUSTOM DESIGNED 


FOR YOUR OWN REQUIREMENTS 


First, we study your sales 
problem. Next, we submit 
designer's sketch, like those 
shown above and below, and 
also blueprint of interior lay- 
out. Result... a sales coach 
especially adapted to your 
own product. 


Schelbro Trailer Coaches are 
the product of 30 years’ ex- 
perience in fine coach-build- 
ing. They're made in all sizes 
and styles, and the prices are 
surprisingly low. It will pay 
you to investigate. 


Write for Catalog. 
SCHELM BROS., Inc., Peoria, Ill. 


ADVERTISEMENTS 
TO YOUR PROSPECTS ABOUT 


HORTON 


171,300,875 
| 


, advertising in 17 
leading publications will carry the 
forceful sales story of Horton's ex- 
clusive features to your prospects, 
during 1937, Mr. Dealer. 

Aggressive sales promotion co- 
operation will enable every Horton 
dealer to cash in on this campaign. 
Write now for details of the most 
valuable franchise in the washing 
machine industry. 


HORTON MANUFACTURING CO. 


202 OSAGE ST., FORT WAYNE, IND. 
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CIRCULATOR FANS 


@ Each model GUARANTEED to 
provide greater air delivery with 
smaller power consumption than any 
other fan of equal size. Amazingly 
silent; handsome finish in dark green 
Morecco and Chrome. Ideal for all 
types of stores, restaurants, commer- 
cial buildings. Widely used as cen- 
tral ventilating system for homes. 
Vast possibilities for progressive 
dealers. 

Made in 22” and 28” sizes in table, 
floor, wall and ceiling models 
ATTIC FAN FRANCHISES OPEN! 
A fan engineered for home and small 
building ventilat Easy to install. 
Low in original cost and operating 
cost. Very silent, yet high air deliv- 


ery. Reduces indoor temperatures 18 
to 20 degrees. Whisks out heat, smoke, 
odors. very home and small building 
owner a prospect. Th ds will be 
sold this spring and summer. Make 
this profit in your territory. 

GET FACTS! Let us explain our propo- 
sition in detail, accompanying it with 
lete inf ti about PROPEL- 
LAIR Circulator Fans and Attic Fans. 


PROPELLAIR, INc. 


1301 Lagonda Ave. 


Springfield « Ohio 


NEW 
MODERN 
EFFICIENT — 


NATURAL-LIGHT PORTABLE DESK MODEL 


a new member of an already famous family! 


@ Faries new Natural Light Portable embodies the same sight saving qualities 
which have made our other Natural Light models so popular. It is a fully 
accredited |-E-S lamp, especially adapted to executive and general office 
use. It can be shifted to any desk top position to suit the user's convenience. 
lt sheds a strong, pleasing light . . . free from glare and shadow .. . a light 
having the texture of properly controlled daylight. Actual tests by unpreju- 
diced organizations show that this lamp reduces errors . . . speeds up produc- 
tive work ... and relieves eye-fatigue. 

By Invitation Member 

This model is being featured to business executives, in Owe. 

advertising placed in well chosen business papers and gen- 
eral magazines. To make your share of sales, place your 
order now for this new, quick selling lamp. Number 1999; 
List $11.00. 


WARRANT 


of QUALITY 
MANUFACTURING COMPANY DECATUR, 
FARI ES and S. Robert Schwartz Div. EM ILLINOIS 
ELECTRICAL MERCHANDISING—FEBRUARY, 1937 


FRIGIDAIRE (1937 Sealed Re- 
frigerators) — Vibration, noise... . 
Change 4 unit rubber mounting bands 


to new type which eliminates this trou- 
ble. 


SAVAGE (Washer)—Due to ab- 
sence of bushing on housing, or 
pedestal, long, low-speed shaft fre- 
quently wears casting egg-shaped due 
to inadequate oiling . . . I insert a 
high-speed bushing on the low-speed 


shart. “A 
Li 


=< — 


Cut bushing 


shaft, as shown in the accompanying 
drawings. Figure 1 shows a high- 
speed bushing such as that used nor- 
mally on the high-speed shaft. It is 
generally best to replace low-speed 
shaft as the old one will probably 
have ridges worn in it. 

Install new shaft, then seat pedestal 
over shaft and find out how much 
space is open at side of shaft and 
casting. Cut bushing as shown in Fig- 
ure 2, to approximate size. If, when 
set over shaft, it is still too tight keep 
filing until it fits snugly into the 
empty space. “A” shows threaded 
hub which keeps “B” in place and 
prevents it from falling into the case. 
“C” shows drive gear which keeps 
bushing from lifting up. 


HOOVER (Cleaner )—Ordinarily 
this machine should be lubricated 
every six months but this is frequently 
puzzling as no oilers are visible... 
| Remove the three screws holding the 
dome-shaped, black motor cover and 
lift out the motor and fan as a unit. 
Take out all the screws around the 
outer edge of the motor frame which 
hold the frame and the white metal 
plate together. Pry the motor frame 
and the white metal plate apart and 
withdraw the armature from the mo- 
tor housing. Clamp the pulley which 
drives the brush between two pieces 
of hard wood, held in a vice, and 
turn the armature with the hands. 
This pulley is usually set quite hard 
and requires considerable force to 
start it. After its removal the fan 
is quite easily taken off by hand and 
the large white metal plate allowed to 
slide off. Both bearings are now ex- 
posed and should be packed with a 
good grade of vaseline or similar 
lubricant. 

To reassemble the armature remove 
the leads to the motor brushes by clos- 
ing the spring-type clips and remove 


them from their holding grooves. 


range 
satisfaction 


ron youn customer 


Prospective purchasers of elec- 


tric ranges readily appreciate 
the many advantages of 
CHROMALOX Super-Speed 
Burners. These sturdy, flat- 
topped units cook faster, more 
thoroughly, more economically; 
they are easier to clean, almost 
impossible to damage. They are 
standard equipment on a num- 
ber of the finest ranges made, 
and their presence on the 
ranges you sell assures your 
customer of highest quality per- 


formance. 


A range equipped with Chroma- 
lox Units means a range that 
will require less effort to sell, 
and less servicing after it is in- 
stalled. It means, too, satisfied 
customers who come back to 


you for everything electrical. 


FOR REPLACEMENTS—by means of an 
inexpensive adaptor ring, Chromalox Units 
can be made to fit any range. From a box 
2 feet square you can service any range 
in your locality. You cut replacement in- 
stallation time; you reduce inventory; you 
insure against complaints. Write for full 
information today. 

Send in the coupon below; it will bring 
you information on the Chromalox Sales 
Plan—a plete sales pr ti cam- 
paign to help you acquaint the public with 
the advantages of Chr l ipped 
Ranges. 


Mail with your business letterhead 


WIN L. WIEGAND CO. 
1525 Thomas Bivd., Pittsburgh, Pa. 
Send me the “Chromalox Plan” 
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PARTS— ACCESSORI 


AND SERVICES 


UNDISPLAYED RATE DISPLAYED RATE ISSUE CLOSES 
$1.00 per line per insertion Minimum charge $4.00. (First 1 inch $12.00; 4 inches—$11.50 per in.; 8 inches—$11.00 Advertising forms close on the 25th of each month 
line in smal! bla k face type). Fractions of a line count as a per in.; 12 inches—$10.50 per in. (An advertising inch for the next month’s issue. If proof is to be sub- 
line. Discount of 10% if full payment is made in advance for is measured vertically on one column. There are 4 mitted, copy and instructions should be in New 
4 consecutive insertions of undisplayed ads columns—48 inches to a page York at least 5 days prior to closing. 


Complete Stock—Quick Service 


One-day service on your order for any parts, supplies or tools you may 


ables YOU to give — 


AIR CONDITIONING service — and the lowest need for any type of refrigerator or air conditioner. QUALITY MER- 
AIR ' prices possible. That's what BIG CHANDISE, absolutely guaranteed and offered at the lowest prices. Deal 
ee: you secure when you x - with us—obtain all your needs from one source—and rely absolutely on 
with “headquarters” getting exactly what you order. WHOLESALE ONLY for your protection 
1 : America’s targest une ia A ~ G A | wy Request big, complete, new catalog on your business card or letterhead 
. Write for catalog en It's FREE. AIRO SUPPLY M 
letter-head. A LO G 
(Branches: A T U COMPANY th. 
Cleveland — St. S788 - Ashland Ave. 17 W. 60th St. 
tue HARRY ALTER CO. || 
1728 S. MICHIGAN AVE., CHICAGO, ILL., U.S.A. | ALL YOUR NEEDS FROM ONE SOURCE tr 
wi 
he 


with 
SAFE HANDLING 


HANDLING Ball makes of 
Handle your refrigerators, patented quick change ratchet REFRIG ERATORS 


Newly rubber upholstered Write tor Balance Type Truck 102— 
Bets with ORANGEVILLE shout Made in con 4 
. Per Set $39. 50 Circular Pneumatic Tires Extra 


ORANGEVILLE MFG. CO., Orangeville (Columbia Co.) Penna. SELF-LIFTING PIANO TRUCK CO. 


Toss Out The Slip in The 
OLD NEW 


It's Cosy With EXACT REPLACEMENTS 


You can never “replace” the hours you lose—trying to properly install 
@ makeshift replacement. Why waste time and lose profits? REPLACE Guaranteed 
WITH RANCOSTAT. More EXACT Replacements than any other line. — QUICK SERVIC. 


Write for Bulletin 655-A. Send your repair and 
rebuilding work to 


RANCO, INC., Columbus, Ohio Re-New. Lowest 


prices on parts for all 


makes. AlsoWashing 
Machine Parts and 
RE-NEW SWEEPER CO. 


9593 Grand River Ave. 


VACUUM CLEANERS 


VACUUM 
CLEANER) 


REPAIRED - REBUILT 


All Work 


At last the book every service man is look 
for Full of practical money-making 
for all makes. Tells how to check, test 
clean. repair. and price every job Covers / 
sources of material, parts. tools. sup- 
ples. ball bearing assemblies, armatuse 
checking. trouble locating and com- 
plete hist of cleaners compiled by ex- 
penenced men Simple clear and eas) 
to understand. Illustrated. Durable 
artificial leather binding $1 00 Post- 
paid Sold on $-dey trial basis. 


THE ELECTRIC SWEEPER 
SERVICE CO. 


Detroit, Mich. 7 
ARMATURE BRUSHES REBRISTLED FREE CATALOG 174 EAST STREET. CLEVELAND. 
| REWINDIN G VACUU M SWEEP ER BRUSHES rebristled 
75 Prompt, efficient service for Hoovers, . 
Motor Repair—All Types Premiers. H. B., Royal, et¢ Clark's Sales & 
| Service, 308 So. First. Arkansas City, Kans 
We stock vacuum cleaner parts =- - 
Write for prices and Catalog 
é REPLACEMENT PADDING 
WILLMAN ELECTRIC Co. : 
12506 Dexter, Detroit, Mich. REPLACE MENT PADDING for all makes EMPLOYMENT : ¢ ORTUNITIES” : MERCHANDISE 
of ironers You will find our padding on " 7 
nation y known ironers Ask for sample SELLING y ” BUSINESS 
OVER 10 000 PARTS and attractive prices. Woven Cotton Prod- UNDISPLAYED RATE—Per Word DISPLAYED RATE—Per Inch 
ucts Co. Box 484. Rochester, Minnesota. Positions Vacant and all other classifica- $8.00 
Actually Stocked At All Times tions (including Agents, Salesmen, Dis- 2 or 3 ine 7.80 per inch 
For VACUUM CLEANERS and WASHING ~ YOUR ORGANIZATION tributors, Representatives advertising), 4 to 7 inches.............. 7.60 per inch 
MACHINES 15 cents a word, minimum charge $3.00. mates on request. An 
24-HOUR SERVICE! Is it complete? Are you thinking of ex- Positions Want (s advertising inch is measured vertically 
Write for Our Complete Catalog pending ter oF employment —are 4 columns—48 inches to a page. 
Manufacturers Factory Representatives additions to your staff you are = ogg Mh Discount of 10% if full payment is made Bor Numbers—Care of Electrical Mer- 
E A. in advance for 4 consecutive insertions chandising’s New York, Chicago or San 
2722 vision St. 70, vourselt- of undisplayed advertisements. Fran isco offices count as 10 words ad- 
clated with the merchandising ditional in undisplayed ads. 
8,000 REPAIR PARTS appliances. Their interest covers every 
: phase of this business ranging from man- 
Free 86 page catalog of 58 different agement, sales or servicing employment to : 
models Vacuum Cleaners investment opportunities associated with the ~ 
Parts for all makes of Cleaners and Washing establishing of new businesses, partnerships } “SEARCHLIGHT” RESULTS 
Machines products, etc etc et If you have an BUSINESS OPPORTUNITY | . 
Typewriters and Radios. employment or business opportunity to offer 26 REPLIES have been forwarded one ad- 
Catalog shows liberal discount to dealers! these men Ae can do so eff ae and » vertiser in the December issue. These 
: small cost through advertising in the Search- ™ = , replies started coming in 5 days aft he 
CHICAGO WHOL ESALE co... Not Inc. ht Section of Electrical Merchandising FOR SALE. Patents covering mechanism, de- issue was pene - The Pi a ln le 


at 


1614 W. Madison HICAGO, Il sign and trade mark of Mellotone, national- 


applications fr ales 
ly known popular priced door chimes. Box his field staff. onThe 36 replies received’ will 


VACUUM CLEANER PARTS $11, TIFFI’., OHIO | undoubtedly afford opportunity for a choice 
FREE! Our 92-page Catalogue Now TO HELP YOU | Because the 36.000 

| 


Ready for Mailing. A complete encyclo Merchandising include the ambitious men | 


pedia of the vacuum cleaner business POSITION WANTED who keep in step with the industry through 


Sell What You No Longer Need this, their business paper.” So do "men 

cw associate: n other capacities with the elec- 

North Wells St. Cant SEWING MACHINE MECHANIC operating | trical appliance industry, managers,—de- 

Re Parte Searchlight Advertising | shop wishes private employment. Age | signers, service men, etc, etc. You can 

argeat Rep . rd arte source in twenty-five, single. Louis Linker, 2053 Mur-| reach them through your advertisement in 
oe | ray Avenue, Pittsburgh, Pennsylvania. these columns. 
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4 
PARTS-SUPPLIES-TOOLS 
| for REFRIGERATION-AIR CONDITIONING 
— 
—Kk iy 
| 
523.00 i 
| FOR 
ME RANCOSTAT 


| 


Modern methods demand 
the best and you are as- 
sured of the utmost in per- 
formance when your elec- 
tric ranges are equipped 
with "“Nichrome V" as the 
heating element. 


Driver-Harris Company 


Harrison, N. J. 


NICHROME V 


Nichrome 


Trade Mark Reg. U. 8. Pat. Of. 


Airo Supply Co..... 
Alter Co., Inc., Harry 


American Weekly ..... 
Apex-Rotarex Corp. 
Inside 


Automatic Washer Co.. 


INDEX TO ADVERTISERS 
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Aluminum Company of America 40 
American Tel. & Tel. Co....... 


Front Cover 


Automatic Electric Heater Co.. 106 
Barlow & Seelig Mfg. Co...... 21 


Baumritter Co., T............. 100 
Belden Mfg. Co.............. 58 
Black & Decker Electric Co... 32 
Boss Washing Machine Co.... 108 
Briggs & Stratton Corp......... 12 
Chicago Appliance Co........ 110 
Chicago Wholesale Co........ 110 
Clements Mfg. Co............ 106 
Combustioneer Division of The 
Steel Pds. Engr. Co......... 82 
Commercial Credit Co. ...... 9% 


Copeland Refrigerator Corp... 60 


Hamilton Beach Co........... 62 
Henksereft Co. .............. 107 
Heinz & Munschauer........... 78 
Horton Mfg. Co.............. 108 
Kelvinator, Division of Nash- 
Kelvinator Corp. ....35, 37, 39 
Kol-Master Corp. ......... 4|, 42 


Leonard Refrigerator Co...... 87 
Lovell Mfg. Co...Inside Back Cover 
Malleable Iron Range Co...10, I! 
Meadows Corp. ............. 77 
Midwest Appliance Parts Co... 110 
National Enameling & Stamp- 


Nelson Corp., Herman........ 75 
Norge Division, Borg Warner 

North rrican Elec. Lamp Co. 101 
One Minute Washer Co....... 79 
Orangeville Mfg. Co.......... 110 


Parts—Accessories & Services.. 110 


This releases the cap over the brush | 
springs. Remove the caps and with- 
draw the brushes. Do this by pull- 
ing out on the springs until the 
brushes are flush with the brush 
holders. This procedure allows the 
armature to be installed without in- 
terference by the brushes and insures 
a good brush fit, since the position of 
the brushes has not been changed. 
Install the lubricated armature in the 
motor housing, insert and tighten the 
screws holding the motor frame and 
plate. Reassemble the brushes and 
leads. Apply the motor cap, fit to 
the holes in the sweeper frame, insert 
and tighten screws. 


MAJESTIC (50 Refrigerator)— 
Overload device keeps cutting out 
Turn flywheel by hand. If flywheel 
feels stiff, slip off belt and try motor 
for tight bearing. Oil motor well and 
insert new overload device. If the 
compressor body is stiff install a low- 
side gauge, close suction line valve 
and draw a vacuum on the crankcase. 
If the job does not scrub oil when 
gauge reads 8-inches, add 4 pint of 
oil to crankcase and add about 4 lb 
of SO, to the system. 


CROSLEY (Refrigerator )—Noisy 
operation Check first for a 
broken belt. If noise is due to a 
bounting unit check for high head 
pressure and for a tight belt. A 
squealing noise is often due to short- 


age of oil. To check this, pump down 
the crankcase and remove the oil | 
filler hole plug which is at the top | 
of the case. Insert a piece of tub- | 
ing to measure the depth of the oil. 
It should be about 2 inches from the 
base. If the depth is less than this 
add 150 viscosity oil to bring it up 
to the required level. 

Before leaving the job check to 
find out where the oil leaked. Al- 
most invariably it will be found to 
be at the seal. Replace the seal as- 
sembly, wipe off the flywheel and mo- 
tor pulley and replace the belt. An 
oil leak at this point causes belts to 
rot rapidly. 


Delco Appliance Div., General Penn Electric Switch Co.....22, 23 
Motors Sales Co............ 98 Pioneer Gen-E-Motor Corp... 85 
Diehl Mfg. Co............... 43 Porcelain Enamel Institute...... 5! 
Ge, Portable Elevator Mfg. Co..... 107 
Driver-Harris Co. ............ i Premier Division, Electric Vac- 
Dry-Zero Corp. ; 102 uum Cleaner Co.. 67 
du Pont de Nemours & Co., E. I. 104 Proctor & Schwartz Electric Co. 64 
Edison G. E. Appliance Co. 26, 27 109 
Electric Sweeper Service Co... 110 Ranco, Inc. ... ers 
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FRIGIDAIRE (High Side Float 
| Refrigerators)—Continuous operation, 
no refrigeration. ... Rap the inter- 
mediate valve (located on rear of 
coil) with a hammer. If refrigeration 
does not start crack the liquid line at 
the high side float. If no gas or liquid 
rushes out the float is stuck shut. To 
change the float, attach service tool to 
the float and run a line from the serv- 
ice tool to the low side of the com- 
pressor. Close the liquid valve at the 
base of the condenser and pump’ down 
the float. (The coil will have been 
pumped down. because of the stuck 
shut float). Replace the valve. 


FRIGIDAIRE 6300 (Refrigerator) 
—This and other machines using 
counterflow condensers sometimes 
lose from 10 to 20 lbs. of Fy per 
| month. Leaks seem impossible to 

find and a new seal not 
| help . Shut off water line and al- 
| low the head pressure to build up to 

about 175 lbs. Then test the exhaust 
| water line for Fy. If it is found re- 
| place the counterflow condenser. 


Is this ELECTRIC 


REFRIGERATOR 


GOOD? 


answered “yes” or 
buying and selling would be 
much easier. ° 


But electric refrigerators 
vary in construction and 
therefore in effectiveness. 
Often performance in some 
respects is better than in 
others. 


That is why Electrical 
Testing Laboratories’ 
method is to make complete 
tests and to report the re- 
sults. Then youcan see how 
products measure up to 
your requirements. Perform- 
ance facts permit sounder 
buying and better selling. 
Ask your suppliers if their 
products have been tested 
by E. T. L. 


E. T. L. has special rooms 
and recording equipment, 
as well as a highly trained 
personnel, to check refriger- 
ator performance under op- 
erating conditions. Write 
for new booklet. 


ELECTRICAL 
4 TESTING 
ABORATORIES 


80th Street and East ‘Avenue 
New York, N. 
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TOPNOTCH SALESMEN 


LERT readers will notice that the 

"Selling Hall of Fame" feature, 
started some months back and dis- 
continued for two or three issues, is 
back in the book. From now on we 
would like to continue this feature 
regularly. Henceforth, it is to be 
expanded to take care of winning 
groups of retail salespeople as well 
as write-ups of individuals. 

If you hold a sales contest and the 
winners are photographed, or given 
a trip to the factory, or sent by the 
shipload to Bermuda, or given a din- 
ner and a diamond stickpin, send it 
in to us care of “The Selling Hall of 
Fame." It is high time, say we, that 
the men on the firing line who have 
done an outstanding sales job should 
be given proper recognition. 


JANUARY BOUQUETS 


RDERS for additional copies 

and requests for reprints are 
still pouring in for the January issue. 
Compliments are coming in, too, and, 
as any editor will tell you, they are 
not hard to take. For instance, Bruce 
Fleming of NEMA writes: 

“May | congratulate you on the 
Annual Statistical Number of Electri- 
cal Merchandising? This is by far 
the finest and most complete thing of 
its kind | have ever seen, and you 
have certainly gone the whole way— 
and then some. The detailed cross- 
section of important trading centers 
is especially interesting and indicates 
a tremendous amount of time and 
effort which you must have spent in 
gathering together all this valuable 
information .. ." 

Another from Ed Doll, vice presi- 
dent of the Lovell Manufacturing 
Company: ". . . . One hundred and 
forty-eight pages | suspect is an all 
time high for your magazine, and | 
just want to take this opportunity of 
congratulating you and the other 
members of your organization who 
have been responsible for this splen- 
did achievement." 

Another from Earl Patch, sales 
manager of the Moraine Products 
Division of General Motors: 

"| have spent a couple of hours 
this morning going over your Janu- 
ary issue and | think it is swell... 
| want you to know that | think the 
job you are doing with Electrical 
Merchandising is the best all-around 
trade paper effort in the country, and 
| am not the only one that is proud 

Well, it's those kind of things that 
make this business so rewarding. 


CROSLEY IN THE FLOOD 


INCINNATI has been pretty 

much in the headlines during 
the past month what with flood 
waters lapping at second story win- 
dows, light and heat interrupted, 
fires, and thousands of homeless. A 
lot of us here in New York were won- 
dering how one of the biggest radio 
and appliance manufacturers in the 
country—Crosley Radio Corporation 
—were faring, situated as they are 
in the thick of things. 
..Well, Jim Beckman, the energetic 
director of public relations, has re- 
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The Merchandising Month 8y L. £. 


Man-Power By G. E. Stedman......... 


The dealer's most important problem is maintaining an adequate 
sales force of at least seven men. A recognized sales training au- 
thority discusses here the problems to be met in accomplishing it. 


Action Windows Sell Small Appliances 8y!. L. Cochrane 


Complete instructions, with diagrams, on how to build windows with 
moving displays to sell toasters, percolators and other small devices. 


From a Reporters Notebook 


Ideas and Personalities from the appliance firing line. 


Modernizing the Old Homestead 8) Mrs. Ralph Borsodi.. 


An analysis of what the electrified home—and the production of 
foods in the home—means to the power company in added load. 


What the Dealer Should Expect from his Local 


The story of the cooperative activities conducted by the Union 
Electric Light & Power Company in St. Louis and how it helps dealers 
sell. 


Setting Off a Range Sky Rocket in Minneapolis 
By T. F. Blackburn. . 
Northern States Power Company evolve a ten-point plan to get 
dealers actively selling electric ranges—and it works. 


Don't Let Low-Priced Stokers Make a Mug Out of 


A Nashville distributor gives some important rules about keeping 
automatic coal stokers in the profit list of specialty appliances. 


She Sends a Boy on a Bike 


How an Arkansas dealer solves the ever-present collection problem. 


The Selling Hall of Fame .... 


A unique utility-newspaper tie-up on appliance promotion from 
Cincinnati. 


Autos and Appliances Click 


The Benjamin Electric Company, an old auto concern, are now in the 
appliance business with both feet. Here's why. 


Selling From the Kitchen 8y Clotilde Grunsky.............. 


The Halles of Colorado Springs use their own model kitchen as a 
demonstration and sales headquarters. : 


1937 Conventions (Continued from January Issue) 


Kelvinator at Detroit.................... 
American Washing Machine Manufacturers at Chicago 


SHORT ARTICLES 


Trailer Works in Washer Demonstrations. . 

Gasoline and Washers................... 
From Tires to Air Conditioning............ 
Display, Talk and Advertise................ 


News ..... 
New Positions of the Month 
A Review of New Products ........ 


Service Section 
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lieved our minds. One plant, }» re. 
ports, a comparatively new one-:‘ory 
building used for the assemb!, of 
refrigerator cabinets was compietely 
destroyed by fire when floating oso. 
line, on the surface of the waters, was 
ignited by an electric wire a quarter 
of a mile away. The loss of this p ant, 
however, will not impair production 
of Crosley refrigerators as an abund. 
ant supply of cabinets is immediately 
available from Cleveland and Con. 
nersville plants. The main plant of 
the company, while under water al- 
most to the second floor, was ex. 
pected to be back in full service 
within two weeks, or after the water 
had receded and the power restored, 

"Fortunately," Powel Crosley, 
president of the corporation, said, 
“We have never undertaken to manu- 
facture all of our refrigerator cabi- 
nets, having a second source of sup- 
ply at Connersville, Ind. This plant 
has produced Shelvador cabinets for 
us for several years, and it is able to 
greatly increase its production at this 
time. 

"All our dies for the forming of 
the metal parts of the refrigerator 
cabinets are located at Cleveland, 
Ohio, where the Truscon Steel Com. 
pany for several years has formed 
such parts for us. This company is 
in a position immediately to com- 
mence assembly of refrigerator cabi- 
nets for us also.” 

Crosley operate five plants in Cin- 
cinnati, including a large warehouse. 
The main plant is an eight-story build- 
ing which was flooded to almost the 
second floor. By good fortune, the 
fire which destroyed the smaller plant 
did not get to the main building 
where radio sets and refrigerator me- 
chanical units are manufactured. 


1937 CONVENTIONS 


With this issue we just about com- 
plete our reporting of 1937 manufac- 
turers’ conventions held for distribu- 
tors in various sections of the country. 
Last month we covered Leonard, 
General Electric, Westinghouse and 
Hotpoint; the month before we had 
pictures on the Stewart-Warner 
meeting; and now we present the 
conclave of General Household Util- 
ities, Crosley Corporation, Frigidaire 
and Kelvinator. We just thought 
we'd like you to know how we get 
around and how many camera-man 
we have to keep busy in order to 
keep you up to date on the latest 
happenings in the appliance field. 


THAT PICTURE AGAIN 


To the Editor— 

| think | can clear up a mystery for 
you partially explained on page 148 
of your January issue. 

The previous photograph identified 
as "Bill" Pierce was really that of 
Morris Metcalf of American-Bosch. 

The clearing up of this mystery 
should be a relief to all concerned. 


UNITED AMERICAN BOSCH 
CORPORATION 
Springfield, Massachusetts 
ROY DAVEY, 
Sales Manage: 
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tration on the im- 
provement of clothes 
wringers has won 
for the Lovell prod- 
uct a world-wide 
reputation for leader- 
ship in dependable 
performance and 
advanced design. 


in trade 
apers keeps the 
informed of im- 
ements in design 
vantages of basic 
tures, the sales 
of Lovell's Pres- 
Cleansing story. 


», institute 


‘ 


Public acceptance is multiplied by consistent adver- 
tsing in magazines read by more than 15,000,000 
People. Lovell is the only wringer nationally adver- 
ted, the only wringer known nationally by name. 


Good Housekeepin: 


UBLIC PREFERENCE for a specific make of product is 
difficult to win, more difficult to hold. Yet for more 


than a half century Lovell Wringers have been preferred 
by a vast majority of the millions of housewives who 
sensibly prefer to have their washing done at home. 


The uniform high quality of Lovell 
Wringers is, of course, the greatest 
contributing factor to their popu- 
larity. Next in importance are the 
continuous improvements that ema- 
nate from Lovell’s Engineering Labo- 
ratory —improvements in design, 
new safety and labor-saving features, 
better performance. 


EDUCATION OF SALESMEN 


Third, is the educational work per- 
formed by Lovell’s Sales Promotion 
Department in the field—the train- 
ing of salesmen—teaching them the 
construction, operation, and purpose 
of the Lovell Pressure Cleansing 
Clothes Wringer. 


Fourth, is Lovell’s consistent adver- 
tising campaign in trade publica- 
tions—explaining new features, 
giving thousands of washer sales- 
men sound reasons for the better 

erformance and greater dependa- 
Bitity of the Lovell Wringer. 


NATIONAL ADVERTISING 


Then there’s national advertising to 
impress upon the minds of millions of 


APEX 
AUTOMATIC 
BARTON 

BEE-VAC 


BOSS 
CONLON 
DELITE 


BLACKSTONE 


washer prospects the name “Lovell” 
as representing the ideal method 
of extracting soiled water, loosened 
particles of soap, dirt and lint 
without injury to any kind of fabric. 


Fifth, is the widespread distribution 
of Lovell-equipped washers — availa- 
ble in every metropolis and hamlet 
where power driven washers are sold. 


APPROVED BY EXPERTS 


Sixth, the universal —- of the 
Lovell Wringer by America’s out- 
standing testing laboratories, by 
domestic science authorities, and 
by the engineering departments of 
America’s leading makers of power 
driven washers. 


Quality of product, continuous im- 
provements, the education of sales 
people, trade and national advertising, 
widespread distribution, 
by experts—these are the factors 
that have won and held the prefer- 
ence of American women for the 
Lovell Wringer—the factors that 
make the selling of cacy 
ped Washers easier, more profitable. 


THE LOVELL MANUFACTURING COMPANY 


ERIE, PENNSYLVANIA 


Lovell Wringers have been approved by America’s leading testing 
laboratories and are found on these famous brands of washers. 
Lovell has had the approval of Good Housekeeping for 26 years. 
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Over 4,000,000 Frigidaires Have Been Sold...500,000 in 1936 Alone 


..-and you'll do STILL BETTER with Frigidaire in 1937 —BECAUSE, 1. You'll have a Sensational New Product — designed 
from top to bottom with startling new features—including one that will instantly capture the imagination of the buying 
public, and start dealers talking from coast to coast! 2. You'll have an unbeatable New Selling Strategy! 3. You'll 
have Millions More Advertising Messages working for you—every one packed with new selling power . . . more 
dramatic, more appealing, more action - -compelling than ever! With this potent program, Frigidaire is putting on 


MORE SPEED for 1937. And Frigidaire Dealers are pogeeg for another, and even greater, record - shattering year! 


FRIGIDAIRE DIVISION - GENERAL Motors SaLes CORPORATION - DAYTON, OHIO 


YOULL DO Sim BE ET TE: R WITH FRIGIDAIRE IN 


| 
| 
= 
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